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Natrena. 
No  calories. 
No  aftertaste 
No  contest 


Natrena  is  the  first  no  calorie  sweetener  specially 
developed  to  overcome  the  problem  of  aftertaste. 
That's  what  we're  letting  consumers  know  in  a 
massive  national  advertising  campaign,  linkeqljlr 

largescale  sampling,  PR  and  promotions^ 
No  wonder  if  s  Britain's  fastest  growing  sweetener. 


A  huge  amount  of 
Delrosa  is  going  to 
be  sold  by  the  box. 


When  you're  thinking  about 
which  baby  drink  to  put  on  your 
shelves,  keep  four  things  in  mind. 

1.  Delrosa  is  the  only  baby 
drink  ever  to  be  advertised  on  TV. 

2.  Only  Delrosa  is  sampled  to 
new  mums-reaching  8  out  of  10. 

3.  Delrosa  is  already  clear  brand 

leader  with 


over  50%  of  a  £10  million  market* 

4.  Over  the  year  support  for 
Delrosa  will  top  £750,000. 

Delrosa  TV  starts  in  February 
and  coincides  with  a  10%  Extra 
Free  promotion.  Order  in  plenty  of 
extra  stock  now,  then  watch  it  sell 
out ...  by  the  box. 
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Two  faces 


The  television  medium  showed  two  faces 
to  the  world  of  pharmacy  during  the  past 
week  —  the  unacceptable  face  of  a  highly 
biased  "trial"  and  the  very  acceptable 
face  of  public  education  in  the  responsible 
use  of  home  remedies. 

BBCl's  "Panorama"  completed  its 
expose  of  the  "Opren  scandel",  using  the 
drug  as  a  stick  with  which  to  beat  the 
whole  pharmaceutical  industry  for  its 
promotional  methods  (p96).  As  in  the  first 
programme,  there  were  many  allegations 
which,  if  only  half  true,  would  suggest  the 
industry  has  need  to  strengthen  its  self- 
regulatory  controls  before  a  much  less 
understanding  master  makes  commercial 
life  unbearable. 

But  if  Eli  Lilly  really  did,  knowingly, 
minimise  reports  of  adverse  reactions, 
then  its  executives  would  have  been  acting 
with  a  short-sighted  stupidity  that  defies 
belief,  considering  the  inevitable  and 
damaging  consequences  that  time  was 
bound  to  bring.  Much  more  rational  is  the 
view  that  the  photosensitivity  reactions 
were  seen  as  both  avoidable  and 
acceptable  within  the  therapeutic  ratio, 
while  the  slow  clearance  in  the  elderly 
came  to  light  only  post-marketing  —  and 
again,  perhaps,  could  be  countered  by 
lower  dosage.  As  with  thalidomide,  a  new 
test  may  have  been  added  to  the  CSM's 
requirements  —  though  as  one  physician 
said  recently,  "drug  tests  on  the  elderly" 
will  probably  be  unacceptable  to  the 
public! 

Several  examples  were  shown  in  which 
pharmaceutical  companies  lavished  — 
and  that  is  the  only  possible  word  — 
hospitality  and  trips  to  overseas 
conventions  on  members  of  the  medical 
profession.  The  hospitality  certainly  went 
"over  the  top"  if  it  was  not  to  be  seen  by 
both  benefactor  and  recipient  as  a  form  of 
bribery.  But  what  is  the  alternative  when 
one  of  the  doctors  on  the  receiving  end, 
seated  comfortably  on  the  Orient  Express, 
admitted  that  it  "would  have  been  a  little 
more  difficult"  to  persuade  him  to  attend 


the  same  conference  in  Manchester,  rather 
than  Venice  which  was  his  destination. 

But  just  how  persuasive  are  these  joy- 
rides?  Perhaps  the  Press  corps  should  ask 
whether  they  are  themselves  able  to 
maintain  professional  integrity  when 
invited  to  inspect  a  company's  or  a 
country's  latest  developments.  In  most 
cases  they  insist  on  doing  so,  and  rightly, 
but  the  "Panorama"  team  seemed  unable 
to  accept  similar  professionalism  might 
reside  also  among  doctors. 

The  team  was  also  guilty  of  the  sin  of 
omission  in  its  Opren  quest.  The  ABP1 
code  paragraph  about  not  stimulating 
demand  by  a  direct  approach  to  the  public 
was  quoted  —  but  not  the  paragraph 
which  allows  discoveries  of  "legimate 
public  interest"  to  be  brought  to  the 
attention  of  the  media.  Although  the 
programme  sought  to  show  there  was 
nothing  special  about  Opren,  the  earlier 
reports  did  suggest  a  justifiable 
"discovery"  claim. 

To  take  the  "Panorama"  message  to 
its  logical  conclusion,  new  drugs  should 
await  publication  of  a  paper  in  a  reputable 
journal  and  then  be  allowed  to  "filter" 
onto  the  market  as  diligent  GPs  discover 
them.  If  so,  goodbye  to  new  drugs! 

A  much  less  sour  note  was  left  by  the 
Channel  4  "Well  Being"  programme 
(p96).  Sound  advice  on  self-medication  — 
how  to  do  it,  not  don 't  do  it  —  had  both 
pharmaceutical  input  and  contributions 
from  doctors  well  disposed  to 
pharmacists.  Some  of  the  best  PR  the 
profession  has  ever  had,  and  an  excellent 
trail-blazer  for  the  NPA  campaign. 
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THIS  WEEK'S  NEWS 


harmacists'  advice 
gets  TV  boost 


Channel  4  television  viewers  have  been 
told  that  "the  pharmacist  has  more 
knowledge  about  drugs  than  anyone  else 

in  society". 

In  a  documentary  on  over-the-counter 
medicines,  screened  last  week,  Professor 
Peter  Parrish,  professor  of  clinical 
pharmacy  at  Cardiff  University,  awarded 
that  accolade  but  added  that  the 
pharmacist  was  in  a  dilemma  because  his 
income  depended  upon  what  he  sold. 
"Pharmacists  have  a  dilemma  between 
the  commercialism  of  the  merchandise 
they're  selling  and  the  desire  to  be 
professional  and  provide  a  service. 
Hopefully  some  day  that  may  change  and 
the  pharmacist  is  paid  more  for  his 
professional  services  and  relies  less  on  the 
mark-up  price  of  the  product  when  he 
rings  the  till  up". 

The  programme,  "The  Medicine 
Chest",  in  the  "Well  Being"  series,  was 
produced  in  association  with  the  Royal 
College  of  General  Practitioners  and 
aimed  to  assist  the  consumer  in  choosing 
medicines  without  wasting  money  —  even 
by  selecting  "items  already  in  your 
pantry". 

Society  viewpoint 

Pharmaceutical  views  were  well 
represented.  Commenting  on  the 
availability  of  generics  in  the  pharmacy, 
Mr  Bruce  Rhodes,  assistant  secretary, 
Pharmaceutical  Society,  said  that  despite 
the  commercialism  chemists  were  not 
likely  to  sell  more  expensive  brands  —  it 
was  the  public  who  were  more  likely  to 
ask  for  them  because  they  were 
advertised.  "If  we  had  our  way,  there 
would  be  no  advertising  of  medicines  at 
all,"  he  said. 

Mr  Rhodes  advocated  that  the  public 
should  describe  symptoms  to  the 
pharmacist  and  ask  for  the  most 
appropriate  product.  "Frequently  they'll 
be  prescribed  something  cheaper  than  the 
proprietary  brand".  However,  he 
emphasised  that  there  was  not  always  a  i 
generic  equivalent  available. 

The  dangers  of  hoarding  drugs  were 
emphasised  when  presenter  Simon  Smail 
—  a  senior  lecturer  in  the  department  of 
general  practice  at  Cardiff  —  went 
through  a  medicines  cabinet,  "throwing 
out"  vinegary  aspirins,  decomposing 
laxative  tablets  and  out-of-date  eye  drops. 
Suggestions  were  made  for  appropriate 
contents  of  the  cabinet. 

Earlier  the  programme  had  considered 
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a  number  of  folk  remedies  with  both  pro 
and  anti  views  being  expressed.  Dr  Tony 
Smith,  author  of  a  book  on  self- 
treatment,  felt  that  with  many  remedies 
"the  effect  is  more  on  the  mind  than  on 
the  body".  He  pointed  out  that  over  the 
past  100  years  doctors  and  pharmacists 
had  been  identifying  and  purifying  the 
constituents  of  effective  remedies. 
Herbalist  David  Hoffman  stressed  the 
difficulty  of  identifying  the  correct  plants 
to  use,  but  said  it  was  possible  with  a  good 
bf>ok  on  the  topic. 

Simon  Smail  supported  the  idea  of 
larder  remedies,  advocating  tea  for 
headaches,  salt  water  gargles,  bran  cereals 
for  constipation,  and  honey  and  lemon 
for  sore  throat.  "Learn  to  use  the 
medicines  from  the  chemist  and  treat 
them  with  respect,"  was  the  final  advice. 

...industry  takes 
another  knock 


Drug  companies  were  accused  of  wining 
and  dining  physicians  to  encourage  them 
to  prescribe  a  particular  drug,  in  part  two 
of  BBCl's  "Panorama"  programme 
about  Opren,  screened  on  Monday. 

The  investigation  by  Tom  Mangold 
showed  how  many  of  the  mistakes  in  the 
"Opren  scandal"  could  be  traced  back  to 
the  tough  competition  in  the 
rheumatology  market,  and  the  potentially 
compromising  relationships  between 
doctors  and  drug  salesman. 

According  to  the  programme,  last  year 
the  world's  top  ten  multinational  drug 
companies'  profits  were  on  average  some 
7  per  cent  higher  than  all  other 
manufacturing  corporations,  making  the 
business  a  top  investment  and  profit 
earner  for  shareholders.  Eli  Lilly,  in 
common  with  another  eight  of  the  world's 
top  ten,  actually  spend  more  on  selling 
drugs  than  discovering  them,  it  was 
alleged. 

Panorama  claimed  that  it  is  not 
possible  to  be  a  physician  and  to  go  to 
postgraduate  medical  activities  without 
simultaneously  being  part  of  this 
enormous  promotional  effort. 

The  programme  described  a 
rheumatology  congress  in  Basle,  90  per 
cent  of  which  was  paid  for  by  the 
industry,  where  much  "discrete 
advertising"  took  place. 

During  the  congress  rheumatologists 


were  "treated"  to  a  "generously 
subsidised  journey  to  the  mountains", 
with  "a  picnic  lunch  cleverly  wrapped  in  a 
pure  cotton  headscarf,  discretely 
advertising  a  new  drug  for  arthritis". 

The  programme  mentioned  the 
ABPI's  code  of  conduct,  which  provides 
guidelines  to  members  on  matters  such  as 
promotional  gifts.  "A  determined  drug 
company  could  drive  a  train  through  these 
regulations  if  it  wanted  to",  Tom 
Mangold  said. 

'Distortion'  says  ABPI 

Mr  Peter  Lumley,  spokesman  for  the 
ABPI  described  the  statement  as  a  "gross 
distortion".  He  explained  the  code  had 
been  in  existence  since  1957;  the 
committee  includes  an  independent 
chairman,  a  Queen's  Counsel,  with  two 
independent  medical  members,  appointed 
by  the  British  Medical  Association,  who 
discharge  their  responsibilities  very 
thoroughly  and  "ensure  the  code  is 
strictly  applied' ' .  Mr  Lumley  told  C&D  he 
thought  Panorama  started  from  a 
"predetermined  stance"  and  "perhaps 
did  not  strike  a  balance  of  impartiality". 

"In  a  diverse  and  competitive  industry 
such  as  the  pharmaceutical  industry, 
breaches  of  the  code  are  likely  to  occur 
from  time  to  time,  but  the  code  of  practice 
committee  can  only  consider  a  possible 
breach  if  it  is  drawn  to  its  attention.  The 
nature  and  frequency  of  the  breaches  that 
occur  have  in  fact  been  recently 
considered  within  the  Association  and  the 
president,  Mr  Peter  Cunliffe,  has  sought 
to  improve  compliance  by  reminding  all 
chief  executives  of  member  companies 
that  it  is  their  responsibility  to  ensure 
managers  within  their  companies  respect 
the  spirit  of  the  code,"  he  said. 

Public  demand 

Despite  ABPI  code  instruction  that 
statements  likely  to  arouse  a  demand  for 
any  particular  product,  should  not  be 
made  to  the  public,  Panorama  claimed, 
Lilly  informed  its  salesmen  that  a  public 
relations  programme,  aimed  at  the 
consumer  as  well  as  the  doctor,  would  be 
initiated. 

It  was  also  claimed  representatives 
were  told  to  use  the  resultant  "patient 
pull"  or  "patient  demand"  to  their  own 
advantage.  One  instruction  to  reps,  it  was 
alleged,  said  they  should  "sell  the  product 
benefits,  not  the  science"  to  general 
practitioners. 

Another  controversial  aspect  of  the 
marketing  of  Opren  in  Britain,  was  the 
way  in  which  it  achieved  its  "medical 
pedigree",  Tom  Mangold  said. 

Companies  pay  for  special 
supplements  about  their  new  products  in 
"less  well  known  journals".  They  then 
ensure  distribution.  The  company  thus 
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"Oh  no!  It's  a  television  dispensing  doctor!" 


retains  considerable  control  over 
information  about  its  new  product,  it  was 
claimed.  Critics  of  this  system  say  at  worst 
this  can  lead  to  a  form  of  "cosy 
commercial  incest". 

Despite  the  problems,  it  was  explained 
that  the  Food  and  Drug  Administration  in 
America  is  considering  a  new  scheme, 
known  as  "fast  tracking",  which  will 
mean  that  licences  for  medicines  are 
granted  quicker  than  ever.  It  was  claimed, 
there  has  been  considerable  political 
pressure  in  the  matter  —  George  Bush, 
Vice-President  of  the  United  States,  and 
former  member  of  the  board  of  Eli  Lilly, 
has  publicly  called  for  a  fast-track  system 
—  taking  short  cuts  without 
compromising  safety. 


Greenfield  'soon' 


The  Greenfield  report  on  effective 
prescribing  will  be  published  "shortly", 
Mr  Norman  Fowler,  Secretary  for  Social 
Services,  told  the  Commons  on  Tuesday. 

Mr  Mike  Thomas,  SDP  spokesman  on 
the  Health  Service,  who  has  been  a 
leading  critic  of  the  Government's  failure 
to  implement  the  report,  called  for 
"action".  He  said  that  even  the 
pharmaceutical  industry  conceded  that  at 
least  £50m  could  be  saved  by  adopting  the 
proposals  in  the  report,  which  had  been  in 
the  Minister's  hands  for  nearly  a  year.  Mr 
Thomas  also  called  on  the  Government  to 
stop  what  he  described  as  the  "soap 
powder  type"  promotion  of  drugs 
illustrated  in  the  recent  "Panorama" 
programme.  He  claimed  that 


Rent  dispute  for 


The  Pharmaceutical  Services  Negotiating 
Committee  is  in  dispute  with  the 
Department  of  Health  over  a  claim  that  a 
notional  rental  for  freehold  property  be 
established  and  applied  from  March  1980. 
The  DHSS  will  only  agree  to  its 
application  from  January  1  and  so  the 
PSNC  proposes  to  refer  its  claim  to  the 
Pharmacists'  Review  Panel. 

To  establish  a  notional  rental  for  a 
freehold  property,  the  district  valuer 
would  first  value  the  property  and  hence 
establish  a  current  market  rental.  The 
PSNC  is  drawing  up  terms  of  reference 
for  consideration  by  the  Review  Panel. 

The  DHSS  has  rejected  a  claim  for  an 
increase  in  the  superannuation  element  of 
the  proprietors'  notional  salary.  The 
Committee  is  to  seek  both  additional 
evidence  and  a  meeting  with  the 
Department  to  discuss  the  claim.  A  PSNC 
proposal  that  proprietorial  lead  be 
calculated  as  a  fixed  percentage  of  the 
equivalent  managers'  salary  is  being 
considered  by  the  Department. 

Activity  sampling  continues 

The  Department  has  refused  to  make 
major  changes  in  the  inquiry  method  to 
establish  labour  and  overhead  costs 


implementation  of  the  report  would  result 
in  major  savings  and  avoid  the  necessity  to 
impose  the  lOp  increase  in  script  charges 
soon  to  be  announced  by  the 
Government. 

Mr  Fowler  said  publication  of  the 
report  would  be  the  first  step,  followed  by 
a  period  of  consultation,  after  which 
further  consideration  could  be  given  to 
the  action  which  needed  to  be  taken. 
Responding  to  Mrs  Gwyneth  Dunwoody, 
Labour  shadow  health  minister,  he  gave 
an  undertaking  that  the  medical 
profession  as  well  as  the  pharmaceutical 
companies  would  be  consulted.  He 
underlined  the  importance  of  the 
pharmaceutical  industry,  which  was 
responsible  for  net  exports  worth  about 
£570m  and  employed  some  70,000  people. 


panel? 


pending  the  outcome  of  the  Binder, 
Hamilyn,  Fry  report  into  Family 
Practitioner  Committee  expenditure.  The 
main  aim  of  the  PSNC  has  been  to 
eliminate  activity  sampling  as  an 
inappropriate  technique  for  determining 
professional  remuneration.  The  claim  for 
payment  for  the  "full  time"  of  the  first 
pharmacist  has  been  discussed  in  this 
context. 

However,  activity  sampling  will  be 
used  in  the  1983  inquiry  to  determine 
dispensing  ratios  for  the  allocation  of 
labour  costs.  The  PSNC  is  to  consider 
referring  the  claim  to  the  Pharmacist's 
Review  Panel. 

The  inquiry  period  is  from  May  to 
June  and  the  usual  sample  of  210-222 
contractors  will  be  selected.  The 
Department  has  also  been  asked  to  set  out 
its  views  on  how  urgent  out-of-hours 
service,  the  oxygen  therapy  service  and 
pre-registration  trainees  should  be  treated 
in  the  inquiry. 

The  1983  Drug  tariff  is  "with  the 
printers"  and  will  include  certain  changes 
in  format  from  the  present  edition.  The 
four  lists  at  present  comprising  Part  V  of 
the  Tariff  (VA,  VB,  VD1  and  VD2)  will 
be  replaced  by  a  single  list  in  alphabetical 


order  giving  the  name  of  the  drug,  the 
pack  size  and  price  (as  at  January  1) 
together  with  an  endorsement  code.  Items 
currently  included  in  Part  VD,  Section  2, 
(generic  preparations  available  only  as 
proprietaries)  will  be  deleted. 
PSNC  Budget  1983.  The  Secretary  for 
Social  Services  has  approved  83.3  per  cent 
of  the  Committee's  budget  for  1983-84  as 
admissible  expenses  for  the  purpose  of 
Section  45(3)  of  the  National  Health 
Service  Act  1977. 

Clinical  trials  in  general  practice.  The 
Association  of  the  British  Pharmaceutical 
Industry  has  informed  the  Committee  its 
members  will  only  consider  supplying  trial 
material  required  for  geneal  practice 
clinical  assessment  through  pharmacies 
where  the  pharmacy  is  attached  to  a  group 
practice  health  centre  or  where  there  is  a 
single  community  within  the  catchment 
area  of  a  doctor's  surgery.  In  these 
exceptional  circumstances  it  would  be 
feasible  for  the  member  company  to 
supply  the  pharmacy  direct  but  only  with 
the  doctor's  agreement. 

The  Committee  considered  this  reply 
unsatisfactory  and  is  to  pursue  the  matter 
further  with  both  the  ABPI  and  DHSS. 

The  Committee  will  not  request 
remuneration  for  providing  additional 
service  (completion  of  patients'  records 
etc),  as  this  service  will  be  covered  by  the 
forthcoming  labour  cost  inquiry. 

However,  requests  for  compensation 
for  surplus  stocks  of  "old  strengths"  of 
insulin  held  by  pharmacy  contractors  will 
be  made  by  the  Committee  to  the  insulin 
manufacturers  and,  if  necessary, 
negotiation  will  take  place  with  DHSS  on 
payment  for  specific  "dead  stock". 

■  A  spokesman  for  the  Pharmaceutical 
Services  Negotiating  Committee  told 
C&D  that  as  the  closing  date  for 
requesting  refunds  and  donations  made  to 
the  Tenterden  fund  was  December  31, 
1982,  letters  from  individuals  were  still 
being  processed.  A  list  of  people  seeking 
refunds  and  believed  to  have  contributed 
to  the  RPA  part  of  the  fund  is  to  be  sent 
to  secretary  John  Davies  for  clarification. 
When  the  section  of  the  fund  individuals 
contributed  to  is  known,  the  refund  of  the 
balance  due  can  be  made  (see  pi 37). 
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eneric  substitution  vote 
postponed:  opposing 
views  within  groups 


The  Pharmaceutical  Society's  Council  has 
decided  to  postpone  until  its  next  meeting, 
in  February,  a  final  decision  on 
substitution  by  the  pharmacist  of  generic 
drugs  when  branded  medicines  are 
prescribed. 

Council  debated  the  subject  last  week 
as  part  of  its  response  to  the  Department 
of  Health's  inquiry  into  expenditure  by 
family  practitioner  services. 

The  Industrial  Pharmacists  Group 
Committee  believed  that  generic 
substitution  would  seriously  damage  the 
pharmaceutical  industry  by  eroding  the 
incentive  to  finance  research.  Doubt  was 
expressed  as  to  whether  many  of  the 
generic  products  currently  being  imported 
into  Britain  had  adequate  bio-availability 
despite  possessing  a  product  licence.  The 
present  product  licensing  procedures  were 
not  adequate  to  protect  the  public  from 
substandard  medicines.  Pharmacists 
would  have  inadequate  information  on 
which  to  make  a  judgment  as  to  the 
equivalence  of  a  particular  product. 
Depending  upon  the  way  in  which 
reimbursement  was  calculated, 
pharmacists  could  be  left  with  little  choice 
as  to  which  generic  product  to  use.  The 
group  committee  was,  therefore,  opposed 
to  generic  substitution. 

The  Hospital  Pharmacists  Group 
Committee  supported  generic 
substitution,  subject  to  appropriate 
safeguards.  In  hospitals  generic 
substitution,  agreed  with  the  doctors 
concerned,  had  been  an  accepted  practice 
for  some  time,  and  community 
pharmacists  should  be  able  to  act 
similarly,  providing  similar  quality  control 
testing  had  been  carried  out,  the  group 
maintained. 

Questions  of  quality 

The  community  pharmacy  subcommittee 
accepted  that  there  would  be  savings  to 
the  Department  of  Health  by  generic 
substitution,  but  those  savings  might  be 
offset  by  the  effect  on  industry,  the 
possible  increase  in  the  price  of  remaining 
proprietaries  dispensed,  and  the  effect  on 
the  public's  confidence  in  the  products 
prescribed.  Questions  were  also  raised 
about  the  quality  of  some  generic 
products,  but  it  was  suggested  that  those 
could  be  partially  overcome  by  the 
Department  producing  a  list  of  validated 
manufacturers  whose  products  could  be 


used  with  confidence. 

Mr  W.  M.  Darling  pointed  out  that  all 
of  the  1 1  preparations  on  a  list  proposed 
by  Mr  Alan  Smith  had  been  the  subject  of 
generic  prescribing.  A  question  to  be 
answered  was  whether  the  doctor,  when 
generically  prescribing,  had  taken  into 
account  bioavailability  of  the  particular 
products,  or  had  he  accepted  that  because 
a  product  which  the  pharmacist  was  to 
dispense  had  a  product  licence  it  was  a 
satisfactory  equivalent?  The  difference 
between  the  dangers  to  the  patient  of 
generic  prescribing  and  generic 
substitution  must  be  emphasised,  because 
that  was  a  question  the  profession  should 
answer. 

Professor  Beckett  declared  an  interest 


in  that  he  was  involved  with  industry  in 
both  generics  and  in  the  brand  name  side. 
He  asked  what  were  the  advantages  of 
substitution.  One  was  the  potential 
financial  gain  to  individual  pharmacists. 
But  it  would  be  at  the  expense  of  the 
weaker  pharmacists,  because  any  saving 
would  ultimately  be  to  the  Department's 
advantage,  not  pharmacists.  There  might 
be  a  reduction  in  cost  to  the  NHS,  but 
possibly  at  the  expense  of  the  patient. 
Quality,  at  present,  could  not  be 
guaranteed. 

The  key  factor  in  terms  of  advantage 
for  the  pharmacist  had  been  outlined  by 
Mr  Smith,  namely,  the  pharmacist  would 
be  involved  more  in  decision  making.  But 
what  were  the  legal  implications?  When  a 
doctor  prescribed  generically  he  made  a 
conscious  decision  that  a  drug  was  not 
likely  to  produce  a  bioavailability  problem 
and  he  took  the  responsibility.  But  if  the 
pharmacist  decided  to  substitute  then  he 
would  be  legally  responsible.  Was  he 
prepared  to  take  responsibility  for  any 
accident  that  might  occur  or  any  problems 
which  might  arise  because  of  side  effects? 
Had  he  the  information  available  to  make 


£29m  saving  on  eleven  products 


Council  had  before  it  a  paper,  written 
by  Mr  Alan  Smith,  which  calculated 
that  generic  substitution  of  1 1  products 
only  would  save  £29m,  based  on  1982 
prices  and  current  NHS  usage.  The 
products  were  Aldomet  250mg,  Inderal 
40mg,  Indocid  25mg,  Lasix  40mg, 
Mogadon  5mg,  Panadol  500mg, 
Penbritin  250mg,  Valium  5mg, 
Tofranil  25mg,  Tryptizol  25mg,  syrup 
Penbritin  125mg,  100ml. 

Problems  of  quality  of  generic 
drugs  used  as  a  substitute  could  be 
overcome  by  stipulating  that 
substitution  could  only  take  place  with 
a  product  manufactured  by  one  of  an 
approved  list  of  generic 
manufacturers. 

Advantages  of  generic  substitution 
were  that,  given  the  possibility  of 
negotiating  a  "no  detriment" 
agreement  on  NHS  remuneration, 
there  would  be  no  financial  loss  and 
possibly  some  gain  to  the  pharmacist 
contractors  the  opportunity  for  the 
pharmacist  to  exercise  professional 
judgment  more  extensively  would 
improve  the  case  for  a  service-based 
contract;  these  enhanced 
responsibilities  would  lead  to  a 
redirection  of  advertising  revenues 
towards  the  promotion  of  generics  in 
pharmaceutical  journals;  the 
consequent  reduction  in  parallel 
imports  would  stabilise  drug  prices  and 
create  a  more  orderly  market;  and  the 
tax  payer  would  benefit  from  the 


reduction  in  the  national  drug  bill  in 
excess  of  £30m  even  on  a  limited  list  of 
generic  substitutes. 

The  disadvantages,  claimed  by  the 
ABPI,  were  small  savings;  disastrous 
effects  on  major  drug  companies' 
research  programmes,  which  could  be 
remedied  by  extending  the  patent 
protection  period  of  20  years  or  by  the 
20  years  commencing  from  the  first 
day  of  marketing  rather  than  the  day 
of  registration;  generic  substitutes  may 
differ  from  branded  products  in  their 
bio-availability  and  consistency. 

It  would  be  preferable  to  have 
substitution  of  an  agreed  list  of  certain 
patent-expired  drugs  than  "across  the 
board"  substitution  or  limitation  of 
drugs  which  would  be  available  on 
NHS. 

Mr  Smith's  paper  concluded  that 
the  pharmaceutical  profession  should 
not  be  either  for  or  against  proprietary 
preparations  but  had  a  duty  to  ensure 
that  the  public  received  products  at  the 
best  available  price,  consistent  with 
good  quality.  Drugs  made  abroad 
should  be  subjected  to  a  more  rigorous 
quality  control  procedure  either  by  the 
importers  or  the  Medicines 
Inspectorate.  The  total  barring  of  the 
importation  of  drugs  would  be  an 
over-reaction  establishing  a  trade 
barrier  which,  as  far  as  EEC  countries 
are  concerned,  is  contrary  to  the 
Treaty  of  Rome. 


Chemist  &  Druggist  22  January  1983 


the  decision  on  what  was  bioequivalent? 
What  new  evidence  had  become  available 
to  make  Council  consider  any  change  in 
policy  with  regard  to  bioavailability? 

The  patient  could  be  placed  at  risk;  he 
might  have  his  confidence  undermined  by 
changing  from  one  product  to  another;  he 
could  not  know  the  source  of  the  drug 
unless  it  was  in  its  original  package;  he 
would  not  know  whether,  if  he  reacted 
badly,  it  was  the  wrong  product  or  a  bad 
product  and  unless  there  was  an  original 
pack  or  a  specified  source  of  material  plus 
a  batch  number,  the  question  of  recall 
became  a  pressing  problem.  With  all  those 
conditions  satisfied,  Professor  Beckett 
concluded  that  he  could  support  generic 
substitution,  but  in  their  absence,  he 
would  be  opposed. 

The  treasurer,  Mr  J.  P.  Kerr,  said  that 
Mr  Smith  asked  for  substitution  on  a 
limited  number  of  drugs  in  an  area  where 
there  was  little  argument.  This  solution 
avoided  major  areas  of  controversy  yet 
took  the  Council  along  the  road  which 
pharmacy  must  be  following,  because  it 
must  be  responsible  in  relation  to  the 
expenditure  of  money  and  the  safety  of 
patients. 

Mr  D.  Dalglish  said  that  the  most 
important  part  of  the  statement  was  that 
the  profession  should  concentrate  on 
ensuring  as  far  as  possible  that  only 
quality  products  were  supplied  to 
patients. 

Doubtful  tests 

Dr  D.  H.  Maddock  was  concerned  about 
the  scientific  ramifications.  He 
understood  that  the  state  of  the  art  on 
dissolution  tests  was,  to  say  the  least, 
rather  dubious.  The  reproducibility  of 
many  of  the  results  was  difficult.  He 
added  that  there  was  a  very  simple 
difference  between  generic  prescribing 
and  generic  substitution.  In  the  former  he 
had  a  choice  of  product  to  give  when  he 
dispensed  the  prescription  and  he 
attempted  to  use  a  product  from  a 
reputable  manufacturer.  The  justification 
for  generic  substitution  was  simply  to  cut 
costs.  If  he  were  asked  generically  to 
substitute  on  the  strength  of  cutting  costs, 
he  must  attempt  to  obtain  the  cheapest 
material  available.  The  present 
manufacturer  would  have  great  difficulty 
in  competing  with  some  of  the  material 
coming  into  England.  That  was  where  the 
dilemma  lay,  and  that  was  why  Dr 
Maddock  advocated  "sitting  on  the 
fence".  He  was  against  publicly  declaring 
that  Council  supported  generic 
substitution  until  there  had  been 
negotiation  with  the  Government  on  the 
precise  circumstances. 

The  vice-president,  Mr  C.  Hitchings, 
said  that  both  generic  prescribing  and 
generic  substitution  occurred  in  hospitals. 
Generic  prescribing  was  encouraged  but 
was  not  universal.  There  was  a 
considerable  amount  of  proprietary 
prescribing,  but  there  was  an  almost 
universal  understanding  between  the 
medical  and  pharmaceutical  staff  whereby 
a  pharmacist  was  allowed  to  supply  the 


'No  detriment' 
claim  by  PSNC 

A  spokesman  for  the  Pharmaceutical 
Services  Negotiating  Committee  told 
C&D  he  estimates  generic  substitution 
would  bring  a  £30m  advantage  to  the 
taxpayer.  However,  the  Committee 
will  only  agree  to  such  a  policy  if  a 
"no-detriment  agreement"  in  terms  of 
NHS  remuneration  is  negotiated.  It  is 
possible  to  argue  that  without  a  no- 
detriment  agreement  the  effect  on  the 
balance  sheet  with  a  drugs  bill  of  over 
£l,000m  is  minimal,  the  spokesman 
said.  But  because  pure  profit  is 
calculated  as  2  per  cent  of  costs, 
including  net  ingredient  costs,  if 
turnover  is  reduced  so  is  the  pure  profit 
element. 

Part  of  the  profit  is  based  on 
interest  costs  deemed  to  have  arisen  in 
the  employment  of  capital.  If  the 
capital  employed  by  the  pharmacist  is 
reduced,  ultimately  the  profit  element 
relating  to  it  will  be  correspondingly 
reduced.  There  would  also  be  a  small 
reduction  in  the  NHS  overhead  costs  in 
respect  of  items  allocated  on  a 
turnover  basis. 

In  the  long  run,  the  spokesman 
said,  a  reduction  in  the  rate  of  increase 
of  drug  costs  would  slow  down  if 
generic  substitution  were  introduced 
and  this  would  diminish  the  extent  to 
which  the  balance  sheet  "overheated". 

Generic  substitution  was  discussed 
by  the  PSNC  at  its  January  meeting.  It 
was  decided  there  are  advantages  and 
disadvantages  in  such  a  policy.  The 
Committee  is  prepared  to  discuss  the 
matter  with  the  Department  of  Health, 
if  asked. 

Mr  Alan  Smith,  chief  executive 
PSNC,  summarised  the  changes  a 
generic  substitution  policy  would  mean 
for  contractors  before  a  no-detriment 
agreement  was  reached:  "A  short-term 
loss  will  be  loss  of  on-cost.  A  short- 
term  gai-.  will  be  cash  flow  advantage, 
"  he  said. 


product  he  felt  was  suitable.  In  some  cases 
it  might  be  the  cheapest  commensurate 
with  adequate  quality.  It  was  the 
pharmacist's  decision,  and  if  there  were 
any  legal  come-back,  it  was  his  and  rightly 
so. 

Mr  J.  Balmford  said  that  community 
pharmacists  needed  far  more  information 
about  the  sources  of  origin  of  products 
which  were  offered  to  them,  often  at 
competitive  prices.  They  must  have  more 
guarantees  as  to  quality,  presentation  and 
appearance.  Pharmacists  should  ensure 
that  the  product  was  consistent,  they 
tended  to  go  for  the  cheapest  and  they 
must  not. 

Mr  D.  Knowles  said  that  every 


pharmacist  was  responsible  for  the  quality 
of  the  material  he  supplied.  The  argument 
was  not  about  the  quality  of  one  product 
against  another.  Pharmacists  claimed  to 
be  experts,  and  were  responsible  for 
quality,  and  if  they  were  to  be  involved  in 
generic  substitution,  nothing  had  changed 
—  they  were  still  responsible.  Mr  Knowles 
was  in  favour  of  generic  substitution 
provided  the  necessary  information  was 
available. 

The  Council  then  adjourned,  having 
requested  the  secretary  to  draft  a 
resolution  which  could  be  debated  the 
following  day,  which  was  "That  on  the 
precondition  that  the  pharmacist  has  been 
provided  by  either  the  manufacturer  or 
the  supplier  with  the  necessary 
information  with  regard  to  the  safety, 
quality  and  efficacy  of  a  generic  product, 
the  Council  would  accept  the  principle  of 
generic  substitution  by  the  pharmacist  for 
a  prescribed  proprietary." 

Other  comments  on 
FPC  spending 

The  Council  is  to  submit  a  number  of 
comments  to  the  Department  of  Health's 
study  on  expenditure  in  the  family 
practitioner  services.  The  comments  will 
be  confined  to  the  achievement  of 
economies  in  the  contractual  services;  no 
statement  will  be  made  on  the  possibility 
of  cash  limits  on  family  practitioner 
services  as  a  whole. 

The  first  recommendation  is  that  the 
Department  should  investigate  methods 
of  ensuring  that  GPs  make  better  use  of 
the  box  on  the  FP10  form  indicating 
duration  of  treatment.  Council  will  also 
refer  to  the  benefits  of  its  proposed  triple 
prescription  scheme,  seeking  to  rebut  the 
arguments  made  by  the  Department  when 
it  rejected  the  scheme. 

A  third  comment  will  concern  the 
current  developments  in  the  personal 
administration  of  drugs  by  doctors.  It  will 
be  pointed  out  that  such  "dispensing" 
does  not  entail  the  patient  paying  a 
prescription  charge,  and  that  there  is 
therefore  a  considerable  loss  of  revenue  to 
the  Exchequer.  Council  will  explain  that  it 
is  still  discussing  the  question  of  limitation 
of  quantities,  and  that  its  views  on  generic 
substitution  will  be  finalised  at  its  next 
meeting. 

□  The  director  of  public  relations  (Mr  P. 
Paul),  in  his  public  relations  report  for 
December,  said  that  three  further  articles 
had  been  prepared  for  use  by  branch 
public  relations  officers  and  regional 
communications  officers.  Among 
contacts  reported  by  Mr  Paul  was  a 
meeting  at  which,  with  Mr  G.  E.  Applebe 
(head  of  the  Society's  Law  Department) 
he  had  met  a  producer  of  the  BBC  TV 
Nationwide  "Watchdog"  programme,  to 
discuss  plans  for  coverage  of  alleged 
fraudulent  practices  involving  doctors  and 
pharmacists  in  a  part  of  England. 

□  The  weekly  charge  for  accommodation 
at  Birdsgrove  House  will  be  £46  from 
March  1 ,  for  both  members  and 
accompanying  persons. 

Continued  on  plOO 
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Society  seeks  delay  in 
TEC  certificates 


The  Society  is  to  seek  a  delay  in  the 
implementation  of  a  Whitley  Council 
decision  that  from  1984  new  entrants  to 
the  pharmacy  technician  grade  should 
hold  a  full  Technician  Education  Council 
certificate. 

The  matter  was  raised  at  the  meeting 
of  the  Hospital  Pharmacists  Group 
Committee,  which  considered  evidence 
that  a  manpower  problem  would  be 
created  as  a  direct  consequence  of  the 
Whitley  Council  agreement  to  recognise 
only  the  full  certificate  and  not  stage  1  (ie, 
the  new  Society  of  Apothecaries 
certificate).  The  evidence  suggested  that 
the  annual  output  of  certificated 
technicians  would  decrease  (partly 
because  of  problems  of  access  to  courses), 
that  recruitment  from  community 
pharmacy  would  decline  (because  the  pool 
of  qualified  persons  would  decrease 
without  more  support  for  the  full 
certificate),  and  that  natural  losses  among 
technicians  may  increase  (because 
technicians  may  find  that  the  certificate 
does  not  provide  the  career  opportunities 
many  expect). 

Council  accepted  a  recommendation 
that  the  Society  should  write  to  the  TEC 
expressing  concern  about  the  content  of 
the  stage  2  course,  and  suggesting  that  it 
should  contain  more  than  is  relevant  to 
patient  services  technicians,  which  would 
necessitate  a  reduction  in  material  relating 
to  manufacturing,  sterile  dispensing  and 
quality  control. 

□  It  was  reported  to  the  Industrial 
Pharmacists  Group  Committee  that  R.P. 
Scherer  Ltd  had  agreed  to  sponsor  an 
R.P.  Scherer  award  again  in  1984. 

Packing  and  labelling 

The  Society  is  to  express  the  view  that 
draft  guidelines  for  the  packing  and 
labelling  of  pharmaceutical  products, 
prepared  for  the  Pharmaceutical 
Inspection  Convention,  are  too  specific 
and  that  the  "Orange  Guide",  which 
indicates  standards  to  be  achieved,  but 
not  the  precise  method  to  be  employed,  is 
more  acceptable.  The  comments  will  be 
conveyed  to  the  PIC,  the  European 
Community  industrial  pharmacists  group 
and  the  Department  of  Health. 

□  The  Society  is  to  support  the  Royal 
Society  for  the  Prevention  of  Accidents  in 
an  approach  to  the  Department  of  Trade 
on  the  labelling  of  household  chemicals. 

□  The  Society  has  turned  down  a 
suggestion  from  one  of  its  branches  that  it 
should  produce  a  newsletter  for 
community  pharmacists  similar  to  those 
sent  to  members  of  the  specialist 
membership  groups. 

□  On  February  21  representatives  of  the 
Society  are  to  meet  representatives  of  the 
pharmacy  working  group  of  the  National 
Advisory  Body  for  Local  Authority 


Higher  Education  and  the  University 
Grants  Committee  panel  on  studies  allied 
to  medicine.  The  meeting  will  discuss  the 
total  provision  of  pharmaceutical 
education  including  age  distribution 
problems  caused  by  the  recent  cutbacks  of 
academic  staff  within  schools  of 
pharmacy. 

□  Pharmacy  undergraduate  selection 
procedures  are  in  future  to  be  discussed 
when  representatives  of  the  Society  visit 
schools  to  approve  degree  courses.  The 
matter  was  raised  at  the  meeting  of  the 
Education  Committee,  when  the 
advantages  and  disadvantages  of 
including  interviews  in  selection 
procedures  were  discussed.  Council  also 
agreed  to  inform  schools  that  while 
Council  appreciated  the  difficulties  in 
including  interviews,  in  certain 
circumstances  an  interview  could  be  a 
useful  selection  factor. 

Supply  of  free  milks 

The  Society  is  to  support  the  view  of  the 
Health  Visitors  Association  that 
pharmacists  should  be  involved  in  the 
distribution  of  baby  milks  in  exchange  for 
Department  of  Health  milk  tokens. 

The  HVA  recently  carried  a 
resolution:  "That  the  Association  seek 
support  from  the  Pharmaceutical  Society 
in  order  to  lobby  members  of  Parliament 
to  the  effect  that  DHSS  milk  tokens 
should  be  exchangeable  in  chemist  shops 
for  baby  milk  only  without  diminishing 
the  responsibility  of  health  authorities  to 
maintain  existing  provisions." 

While  the  Society  and  other 
pharmaceutical  organisations  had 
previously  agreed  in  principle  that 
pharmacists  should  be  involved  in  the 
supply  of  free  baby  milk,  the  Department 
had  rejected  the  proposal,  believing  it 
would  cost  more  to  supply  free  milk 
through  pharmacies  than  through  clinics. 

□  It  was  reported  to  the  community 
pharmacy  sub-committee  that  the  editor 
of  the  British  National  Formulary  had 
received  a  letter  suggesting  that  all 
prescriptions  should  be  printed  or  typed. 
The  sub-committee  felt  that  it  was 
unrealistic  to  expect  the  medical 
practitioner  always  to  type,  as  a  number 
of  prescriptions  were  written  away  from 
the  surgery,  and  recommended  that  the 
BNF  editor  should  be  informed 
accordingly.  Council  accepted  the  sub- 
committee's recommendation. 

□  Secretaries  of  the  Society's  local 
branches  are  to  be  urged  to  invite  more 
members  of  Council  to  address  branch 
meetings,  thus  giving  a  greater 
opportunity  for  explanation  of  Council 
policy,  particularly  in  regard  to  the  role  of 
the  pharmacist.  The  decision  was  made 
following  discussion  of  research  by  Mr 
Bernard  Hardisty  (managing  director, 


Winpharm)  indicating  that  pharmacists 
were  not  availing  themselves  of  all  the 
opportunities  to  place  themselves  before 
the  public  and  directly  respond  to  their 
questions. 

□  The  Society's  annual  meeting  with 
pharmaceutical  officers  is  this  year  to  be 
delayed  until  most  of  the  new  district 
pharmaceutical  officer  posts  have  been 
filled. 

□  The  Society  is  to  request  that  data 
sheets  should  bear  a  declaration  of 
sucrose  content  in  the  case  of  liquid 
medicines  containing  more  than  10  per 
cent  w/v  of  sucrose  and  products  used  in 
the  preparation  of  liquid  medicines  where 
sucrose  accounts  for  more  than  10  per 
cent  of  the  final  volume. 

□  It  was  explained  at  the  meeting  of  the 
Law  Committee  that  Council  statements 
were  prepared  as  guidelines  to  the 
membership  but  had  always  been 
"enforced"  by  the  inspectorate,  and  were 
accepted  by  the  Statutory  Committee  as 
expressing  the  views  of  the  profession  at 
the  time  they  were  issued.  It  was  noted 
that  the  Council  statements  had  been 
taken  into  consideration  by  the  working 
party  which  was  preparing  a  new 
Statement  upon  Matters  of  Professional 
Conduct. 

□  A  letter  is  shortly  to  be  sent  to  the 
Medicines  Commission  setting  out  the 
Society's  case  for  an  extension  in  the 
range  of  medicines  available  for 
pharmacists  to  counter  prescribe.  The 
letter  will  be  accompanied  by  a  list  of 
medicines  which  the  Society  suggests 
should  be  removed  from  the  Prescription 
Only  medicines  list. 

Misuse  of  drugs 

A  letter  is  to  be  sent  to  the  Advisory 
Council  on  the  Misuse  of  Drugs  insisting 
that  if  proposed  drug  advisory  committees 
are  set  up  at  regional  or  local  level  the 
Society  should  be  consulted  on  any 
aspects  which  impinge  upon  pharmacists 
or  pharmacy. 

The  establishment  of  such  committees 
was  one  of  the  recommendations  in  a 
recently  published  report  by  the  Advisory 
Council. 

□  The  Department  of  Health  is  to  be 
informed  that  the  Society  believes  NHS 
contractors  should  be  appointed  to 
Family  Practitioner  Committees  directly 
by  local  professional  committees  rather 
than  by  the  Secretary  of  State. 

□  No  objection  is  to  be  made  to  a  clause 
in  the  new  Dentists  Bill  removing  the  right 
of  pharmaceutical  chemists  as  defined  in 
the  Pharmacy  Act  1954  to  extract  teeth 
without  the  use  of  an  anaesthetic. 
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We've  decided  to  promote 

Janet  West 


. . .  because  Janet  is  typical  of  the 
bright,  friendly  girls  behind  Macarthys 
Personal  Contact  Card. 

It  isn't  that  we  don't  have  highly 
sophisticated  computerised  systems,  we 
do,  we  simply  still  believe  that  a  straight- 
forward, really  personal  contact  between 
people  makes  everyday  business  much 
more  enjoyable -and  efficient. 

We've  proved  it. 

After  all,  we  were  the  pioneers  of 
modern  pharmaceutical  wholesaling. 

So,  when  you  need  ethicals,  surgicals, 
galenicals  etc.  in  any  quantity,  fast, 
you'll  know  exactly  who  to  phone,  because 
your  very  own  personal  contact's  name  is 
on  your  card. 

Janet,  or  one  of  our  many  other 
on-the-spot  ladies  will  take  and  process 
your  orders  right  away,  no  problem  -  and 
give  you  any  other  help  you  need, 
including  news  of  new  products,  special 
discounts  and  our  OTC  service. 

Call  round  on  one  of  our  regular 
open  days  and  say  hello  to  your  contact, 
in  person,  we  promise  she'll  smile. 

You  might  say  that  Macarthys  is 
big  and  super  efficient. 

But  faceless  it's  not. 


I  It 


Macarthys 

Where  people  can  still  talk  to  people 

Macarthys  Limited  Chesham  House  Chesham  Close  Romford  Essex  RMI  4IX 


When  we  launched  our  new  Ladycare 
range  last  year,  it  was  received  with  great 
enthusiasm. 

Ten  months  later,  Ladycare  is  enjoying 
even  greater  success. 

It  seems  that  we've  not  only  satisfied  an 
obviously  growing  need  in  the  market,  but 
we've  also  got  the  entire  Ladycare  package 
absolutely  right. 

Women  were  pleased  that  a  new  range 


ABOUT] 

of  vitamin  and  mineral  supplements  had  beer 
developed  especially  for  them. 

Each  formulation  was  created  for  a  differen 
stage  in  their  lives. 

Ladycare  No.l  -  designed  for  use  during 
the  menstrual  cycle. 

Ladycare  No.2  -  specially  formulated  for 
use  during  the  menopause. 

And  Ladycare  No.3  -  specifically  for  th 
over  50's. 
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DYCARE. 


Women  liked  the  fact  that  Ladycare  was 
itural  product,  safe  to  take  and  from  a 
ected  name  in  the  health  business. 
They  also  appreciated  the  care  that  had 
i  taken  with  the  advertising. 
They  found  it  sympathetic  and  under- 
ding. 

They  liked  the  helpful,  informative  leaflets 
accompanied  the  merchandisers  in  store. 
But  most  importantly,  our  female 


customers  appreciated  the  product  itself,  and 
many  wrote  to  us  to  say  so. 

We've  summarised  their  feelings  below. 

If  you're  already  stocking  Ladycare,  we 
know  you'll  feel  the  same. 

If  you're  not  stocking  Ladycare,  and  would 
like  more  information,  contact  Len  Weston, 
Customer  Services  Manager  on  Byfleet  44402, 

or  talk  to  your         ,   x?m?i  . 

local  wholesaler.  ^(™k^ 


M  OUR  CUSTOMERS. 

lank  you"  "Thank  you"  "Thank  you"  "Thank  you" ' 
u"  "Thank  you"  "Thank  you"  "Thank  you"  "Thank ; 
lank  you"  "Thank  you"  "Thank  you"  "Thank  you" ' 
u"  Thank  you"  "Thank  you"  "Thank  you"  "Thank  ; 
lank  you"  "Thank  you"  "Thank  you"  "Thank  you" 1 
u"  "Thank  you"  "Thank  you"  "Thank  you"  "Thank ; 
lank  you"  "Thank  you"  'Thank  you"  "Thank  you" 1 
u"  "Thank  you"  "Thank  you"  "Thank  you"  "Thank 1 
lank  you"  "Thank  you"  "Thank  you"  "Thank  you" ' 
u"  "Thank  you"  "Thank  you"  "Thank  you"  "Thank ; 
iank  you"  "Thank  vou"  "Thank  vou"  "Thank  vou" ' 
u"  "Thank  you 


|  I^DYCARE 

■  >       THE  MENSTRUAL  CYCLE 

\  \  X 

LADYCARE 
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THE  OVER  50', 


iank  you"  "Th< 
u"  "Thank  you"  "Thanl<  you"  "Thank  you"  "Thanl< 
hank  vou"  "Thank  vou"  "Thank  vou"  "Thank  voi  l 


Take  a  look  at  Orai-B's  position  in  the 
£23  million  toothbrush  market  and  you  II  have 
to  agree  that  our  professional  approach  has 

certainly  paid  off.  .  , 

We  pioneered  the  professional  market 
which  now  accounts  for  one  third  of  all  brushes 
sold.  We  are  dear  brand  leader  with  around  50  k 

of  the  market 

We're  recommended  by  more  dentists 
more  often  than  any  other  brand.  83%  of 
consumers  who  try  Oral-B  remain  brand  loyal. 

What's  more,  our  market  share  is  growing 
rapidly 

If  that  sounds  impressive,  it's  nothing  to 
what  happened  when  we  developed  our  new 
'Right  Angle'  -  the  only  brush  with  the  type  of 


head  recommended  by  dentists  which  is 
specially  angled  to  help  your  customers  reach 
the  more  awkward  areas  of  their  mouths, 

Following  a  heavyweight  TV  campaign  in 
the  London  area... 

•  Awareness  of  Oral-B  increased  by  a 
staggering  40%* 

•Sales  rose  by  an  amazing  32% 
This  February,  March  and  April  we  II  be 
putting  the  weight  of  TV  behind  Oral-B  once 
again  in  London,  Central  and  rolling  out  into 
other  areas  during  the  year- with  what  will  un- 
doubtedly be  equal  success. 

After  all,  we've  produced  enough  winners 
for  you  to  recognise  another  when  you  see  it. 
So  stock  up  now  and  share  in  our  success. 


we'll  get  even  more  brushes 

into  the  bathroom  by 
going  through  the  lounge. 


PEOPLE         TOPICAL  REFLECTIONS 


By  Xrayser 


Pharmacist  adopted 
as  SDP  candidate 


Computers 


I  was  interested  to  see  a  note  from  Dr 
Lionel  Wardle  of  Southampton 
University  asking  for  the  experience  of 
pharmacists  who  already  have  computers 
in  their  pharmacies,  with  a  view  to 
collating  such  material  as  part  of  a 
"Computer  Holiday"  for  pharmacists.  If 
it  is  any  help  I  could  write  and  tell  him 
how  1  mucked  up  my  son's  "space 
invaders"  program  and  attempted  to 
improve  another  graphic  he  developed  .  .  . 
with  appalling  consequences  to  our 
father/son  relationship. 

I  wouldn't  mind  doing  a  course  on 
basics  now  and  learning  how  to  write  and 
develop  my  own  programs,  but  having 
seen  three  computers  working  in  shops  I 
have  the  feeling  it  is  not  something  lightly 
entered  into.  In  one  program  there  seemed 
to  be  an  awful  lot  of  yes/no  answers 
required,  and  although  it  counted  stock, 
the  user  didn't  seem  able  to  print  the 
amount  dispensed  on  the  label,  which  I 
thought  was  just  daft.  By  comparison,  the 
second  seemed  only  to  have  to  type  in  the 
customer's  name,  the  first  three  letters  of 
the  product,  quantity,  a  one-letter  code 
for  instructions  and,  "hey  presto",  out 
poured  the  label  without  further  ado. 
Marvellous  I  thought  ...  for  about 
£1,300. 

Definitely  interested  now,  I  made  it  my 
business  to  see  the  next,  which  cost  a  bit 
more  but  had  a  fixed  memory  and  did 
everything  but  wash  the  bottle. 

I  feel  one  should  have  the  knowledge 
to  amend  the  records  and  content  of  the 
machines,  but  find  it  terribly  hard  to 
remember  the  exact  sequences  required  to 
alter  what  you  have.  The  boy  thinks  I  am 
an  idiot,  but  I  think  it's  something  to  do 
with  having  filled  up  most  of  the  little  grey 
cells  already,  so  my  electrons  have  to 
search  for  unused  capacity.  I  wonder  if  a 
concentrated  course  would  be  as  effective 
as  perhaps  a  series  of  two-hour  lessons 
spread  over  8-10  weeks? 

One  thing  I  am  sure  about.  Don't 
believe  the  grey-suited  salesmen  who  tell 
you:  "It  can  do  all  you  want."  They  are 
right,  but  it's  the  biggest  come-on  I've 
ever  met.  The  machines  will  do  all  they 
say.  The  choice  is  not  so  critical,  given 
reasonable  limits  on  size  and  computer 

honours  list  for  services  to  local 
government,  is  currently  chairman, 
Association  of  Local  Authorities, 
Northern  Ireland,  as  well  as  serving  on  his 
local  council.  At  present  he  is  leading  a 
consortium  of  contractors  in  a  bid  for 
Sanger's  NI  pharmaceutical  depots  and 
serves  as  a  member  of  the  NI 
Pharmaceutical  Contractors'  Committee, 
not  as  its  chairman  (C&D,  last  week). 


memory.  The  real  problem  is  in  programs, 
which  in  railway-parlance  represent  the 
lines  on  which  all  run.  I'd  like  to  see  some 
of  our  entrepreneurs  selling  us  only 
programs,  leaving  us  to  do  the  deals  on 
the  equipment.  Maybe  the  NPA  might 
come  across? 


Who's  in? 


It  has  taken  a  lot  of  needling  to  get  at  the 
truth!  But  in  last  week's  letters  in  fan  mail 
from  Mr  J.  Davies  (C&D  last  week),  all 
was  revealed  (which  is  what  I  wanted).  We 
were  told  that  all  93  LPC's  were  canvassed 
with  five  becoming  associate  members 
before  the  proposed  injunction  was 
mooted.  However,  an  astonishing  19 
decided  to  join  after  this,  in  full 
knowledge  that  their  gift  of  our  levy 
money,  which  is  raised  to  provide  finance 
for  the  contractors'  own  negotiating 
committee,  was  likely  to  be  used  to 
finance  an  injunction  against  that 
committee!  With  perfectly  adequate 
means  for  LPC's  to  convey  their  wishes  to 
the  PSNC  available  it  is  my  opinion  their 
actions  would  be  hard  to  justify. 
However,  the  RPA  had  the  good  sense  to 
drop  the  proposal  and  so  we  were  able  to 
breathe  again. 


Monopoly 


I  noticed  a  little  paragraph  last  week 
which  mentioned  that  Moncler  Derma  has 
now  been  taken  over  by  Richardson 
Vicks,  a  move  which  means  that  that 
company  now  has  a  virtual  monopoly  of 
the  "teenage  acne"  products  most  widely 
distributed  in  this  country.  Without 
wishing  to  be  unkind,  I  have  to  admit  a 
certain  disquiet  because  the  level  of  prices 
in  this  field  has  now  risen  to  heights  which 
appear  to  bear  scant  relation  to  the 
ingredient  cost,  and  might  be  said  to 
exploit  the  fears  of  a  young  people  at  a 
vulnerable  time.  Surely  there  is  an 
opportunity  here  for  Cox,  or  Pickles,  or 
one  of  the  other  specialist  packing 
companies  to  seek  the  blessing  of  the  NPA 
(and  Unichem  and  Vestric)  to  market  a 
truly  "pharmacy-only"  cream  and  lotion, 
properly  launched  for  our  teenage 
customers,  at  a  price  they  can  afford? 

Health  centre  news 


■  Work  on  a  health  centre  at  the  rear  of  3 
Oakhill  Road,  Surbiton,  is  due  to  start  for 
Kingston  and  Esher  Health  Authority. 

■  Yorkshire  RHA  plans  to  build  a  health 
centre,  including  a  pharmacy,  at  Stone 
Brig  Lane,  Rothwell,  Leeds. 


Pharmacist  Mr  Eric  Fairbrother,  a 
member  of  the  Lancashire 
Pharmaceutical  Committee,  has  been 
adopted  as  the  Social  Democratic  Party's 
candidate  for  Blackburn. 

Mr  Fairbrother,  of  Lytham  St  Annes 
and  a  Boots  manager  in  Blackpool,  told 
C&D  "When  elected  I  shall  be  certainly 
championing  the  cause  of  pharmacists". 

When  questioned  about  the  SDP 
policy  on  generic  substitution,  Mr 
Fairbrother  told  C&D:  "I  think  that 
pharmacists  have  had  a  raw  deal  for 
decades,  and  I  think  we  are  seeing  for  the 
first  time  a  progressive  policy".  He  went 
on  to  say  that  pharmacists  know  the 
limitations  of  generic  substitution,  but 
that  if  manufacturers  are  encouraged  to 
produce  true  generic  equivalents  then,  "I 
don't  see  what  we've  got  to  lose". 

CCP  Award 


The  College  of  Pharmacy  Practice  has 
announced  that  the  1983  Vestric  Travel 
Award  has  been  made  to  David  Michael 
Branford,  MPS,  of  Rampton  Hospital, 
Retford,  Nottingham. 

Mr  Branford  will  visit  Ontario, 
Canada,  in  the  Spring  as  part  of  a 
programme  to  assess  the  drug  needs  of 
mentally  handicapped  patients  with 
behavioural  problems. 

A  nostrum  makes 
the  4 big  time' 

Mr  J.  D.  K.  Hopkin,  pharmacist  director 
of  the  K.  M.  Jones  Pharmacy  in 
Morriston,  Swansea,  this  week  sees  the 
cough  medicine  he  developed  to  ease  the 
coughs  of  miners  being  distributed 
throughout  the  South  West  by  Vestric 
Ltd. 

Keith  Hopkins,  a  member  of  Vestric's 
Vantage  scheme  and  superintendent  of  the 
Swansea  pharmacy,  says  that  contacts  in 
both  the  region  and  in  London  expressed 
an  interest  in  Honeytusin  after  hearing  of 
the  medicine's  acceptance  by  his 
customers.  The  launch  stemmed  from  a 
realisation  that  really  effective  marketing 
and  distribution  depended  on  the 
involvement  of  a  company  such  as 
Vestric,  he  says,  (see  also  pl06). 

NI  pharmacist 


Mr  R.  J.  White,  MPSNI,  who  runs  a 
pharmacy  in  Coleraine,  co  Londonderry, 
and  received  an  OBE  in  the  New  Year 
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COUNTERPOINTS 
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for  Hoiieytusin 

Vestric  are  to  distribute  a  pharmacy  only 
cough  medicine,  developed  by  the 
pharmacist  director  of  a  Swansea 
pharmacy,  throughout  the  South  West. 
Honeytusin  is  packed  in  75ml  bottles 
(£1 .09)  and  will  be  backed  by  strong 
regional  advertising  through  the  local 
Press  and  radio,  say  Vestric. 

Initially  formulated  to  ease  the  coughs 
of  the  local  miners  by  Mr  Keith  Hopkin, 
Honeytusin  contains  in  each  5ml  dose, 
peppermint  oil  (0.0035ml),  anise  oil 
(0.0078ml),  liquid  ipecacuanha  extract 
(0.031ml),  chloroform  (0.025ml),  ether 


(0.11ml),  oxymel  of  squill  (0.31ml),  squill 
vinegar  (0.335ml),  tolu  syrup  (1 .888ml), 
extract  of  liquorice  (0.292ml)  and 
potassium  iodide  (62mg). 

It  will  be  distributed  exclusively  by 
Vestric  in  the  South  West  from  their 
depots  at  Swansea,  Cardiff  and  Bristol. 
Vestric  Ltd,  West  Lane,  Runcorn, 
Cheshire  WA72PE. 

For  housewives  and 
handymen... 

A  glove  for  both  housewives  and 
handymen  has  been  introduced  by  B.M. 
Polyco.  Super  Glove  6  are  made  from 
tough  but  ultra  thin  vinyl,  and  are  said  to 
be  strong  enough  to  be  used  repeatedly. 

The  company  suggests  they  could  be 
used  for  such  jobs  as  changing  nappies, 
using  hair  colourants,  applying  make  up, 
unblocking  drains  and  cleaning  paint 
brushes. 

The  standard  retail  pack  contains  six 
gloves  which  fit  either  hand  (£0.69).  B.M. 
Polyco  Ltd,  Rosslyn  Mews,  Hampstead, 
London  NW3  INN. 
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Perf  ume-Deo  body 
sprays  from  Jovan 

Javon  are  introducing  Fenjal  Perfume- 
Deo  body  sprays,  The  105ml  sprays  are 
packed  in  slim  aerosol  cans  and  come  in 
two  fragrances  (£1.49). 

'Charme'  a  "green"  daytime 
bodyspray  in  a  turquoise  and  white  can, 
and  'flirt'  a  floral  body  spray  for  the 
evening  comes  in  a  lilac  and  white  can. 
The  introductory  price  is  £1 .29. 

Jovan  say  that  the  bodysprays, 
containing  an  effective  deodorant,  ensure 
daylong  freedom  from  stale  body  odours, 
and  perfume  the  whole  body  with  a 
"coolly  fresh  distinction". 
Jovan,  Beecharn  House,  Great  West 
Road,  Brentford,  Middlesex  TW89BD. 


PRESCRIPTION  SPECIALITIES 


Cuplex  gel 


Tranxene7.5mg 


Manufacturer  Smith  &  Nephew 
Pharmaceuticals  Ltd,  Hampton  Road, 
Romford,  Essex  RM3  8SL 
Description  Clear,  brownish-yellow 
viscous  gel  containing  salicylic  acid  1 1  per 
cent,  lactic  acid  4  per  cent,  and  copper  (II) 
acetate  (corresponding  to  1 .  lmg  copper 
per  lOOg)  in  a  collodion  base 
Indications  Topical  treatment  of 
common,  juvenile,  plantar  and  mosaic 
warts:  corns  and  callouses 
Administration!  Soak  wart  in  hot  water 
nightly  for  five  minutes  and  dry  before 
applying  one  or  two  drops  of  Cuplex.  In 
the  morning  remove  elastic  film  and  re- 
apply. Two  or  three  times  per  week,  rub 
away  the  wart  surface  carefully  with  an 
emery  board  or  pumice  stone,  then  apply 
Cuplex. 

Contraindications,  warnings  Do  not 

apply  to  facial  or  anogenital  warts.  Keep 
away  from  naked  flame 
Packs  5g  tube  (£1 .50  trade) 
Supply  restrictions  Pharmacy  only 
Issued  January  1983.  

Vaccine  transfer 


From  the  end  of  the  month  marketing  of 
all  packs  of  bacterial  vaccines  from 
Duncan  Flockhart  —  adsorbed  diphtheria 
and  tetanus  BP,  adsorbed  diphtheria, 
tetanus  and  pertussis  BP  and  adsorbed 
tetanus  BP  —  will  be  transferred  to  Evans 
Medical  Ltd.  Duncan  Flockhart  &  Co 
Ltd,  700  Oldfield  Lane  North,  Greenford, 
Middlesex  UB6  0HD. 


A  new  7.5mg  strength  of  Tranxene  has 
been  introduced.  The  capsules  (100  £5. 10 
trade)  are  maroon/grey  hard  gelatin 
capsules  imprinted  with  the  product 
name,  7.5mg  and  the  company  symbol. 
Boehringer  Ingelheim  Ltd,  Southern 
Industrial  Estate,  Bracknell,  Berks. 

Oxprenolol  added  in 
Evans  range 

Evans  have  added  Oxprenolol  tablets 
20mg  and  40mg  to  their  range.  The  tablets 
are  film  coated  and  have  the  Evans  logo 
on  one  side:  on  the  reverse  a  large  20  and 
40  appear  above  a  smaller  249  and  25 1  on 
the  20mg  and  40mg  tablets  respectively. 
Evans  Medical  Ltd,  891  Greenford  Road, 
Middlesex  UB6  0HE.  

l  ace  discontinued 

Tace  tablets  have  been  discontinued  and 
the  company  is  unable  to  accept  stock 
back  for  credit.  Merrell  Pharmaceuticals 
Limited,  Pimbo  Road,  Skelmersdale, 
Lancashire  WN8  9PK  

Cordilox  IV 

Cordilox  IV  will  be  supplied  in  prescored 
ampoules  (product  otherwise  unchanged). 
Abbot  Laboratories  Ltd,  Queenborough, 
Kent  ME  11  5 EL. 
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Tear  strips  for 
dry  eyes 

Sno  strips,  individually  packed  sterile  tear 
test  strips,  have  been  introduced  by  Smith 
and  Nephew. 

The  strips  are  designed  for  the 
assessment  of  tear  flow  in  dry  eye  and 
contact  lens  patients,  and  are  available  in 
gravity-fed  cartons  of  100,  at  £3. 10  a 
carton.  Smith  and  Nephew 
Pharmaceuticals  Ltd,  Bampton  Road, 
Romford,  Essex  RM3  8LS. 

Drakkar  soap  and 
deodorant  additions 

Guy  Laroche  have  made  two  additions  to 
their  Drakkar  Noir  collection  "for  the 
thinking  man  of  the  future." 

Drakkar  Noir  soap  (£3.50)  is  presented 
in  a  matt  black  box  which  matches  the 
black  glass  of  the  after  shave  and  eau  de 
cologne.  Drakkar  Noir  atomiser 
deodorant  (£5.95)  can  be  used  as  a 
deodorant  or  as  an  all-over  bodyspray 
after  a  bath  or  a  shower.  The  makers 
claim  that  it  is  non-sticky  and  will  not 
stain  clothes.  Parim  Ltd,  14  Grosvenor 
Street,  London  W1X9FB. 

Taken  with  a  pinch 
of  salt... 

Ruthmol  low  sodium  salt  has  been 
repackaged,  and  is  being  supported  by  a 
£50,000  advertising  campaign  in  the 
women's  Press.  A  new  display  outer  is 
also  available.  Dendron  Ltd,  94 
Rickmansworth  Road,  Watford,  Herts. 


Pharmacist  Chris  Radford  of  New 
Milton,  Hampshire  receives  a  Chubb 
alarm  from  John  Day,  national 
accounts  manager  of  LRC  Products,  as 
part  of  the  £750  home  security  system 
he  won  in  the  Durex  Safety  draw. 


Sponge  cloths  range 
from  Bayer 

Super  Wipes  are  a  range  of  sponge  cloths 
being  introduced  by  Bayer.  They  claim  the 
cloths  absorb  water  faster,  are  stronger  in 
use  than  any  of  the  leading  brands  and 
that,  because  they  are  dry  wrapped,  have 
an  indefinite  shelf  life  with  none  of  the 
associated  hygiene  problems. 

Super  Wipes  are  to  be  sold  in  shrink- 
wrapped  packs  of  three  (£0.55),  and  are 
available  to  the  trade  at  an  introductory 
price  of  15  for  the  price  of  12.  Bayer  UK 
Ltd  Consumer  Products  Division,  Bayer 
House,  Newbury,  Berks. 


Zubes  are  being  relaunched  in  the 
Greater  Manchester  area  in  January 
and  February  with  a  four  week 
campaign  on  Piccadilly  radio  retaining 
the  "Good  for  your  tubes"  copy  line. 

Packaging  has  been  updated  —  a 
colourful  carton  replaces  the  old  tin 
and  a  honey  and  lemon  flavour  is  being 
introduced  alongside  the  original 
flavour.  Cussons  (UK)  Ltd,  Kersal  Vale, 
Manchester  M7  0GL 


For  25  years 
the  first  choice  of  doctors 

CERUMOL 


.  H  - 


the  most  effective  way  of  loosening  ear  wax 

CERUMOL  is  also  available  to  customers 
over  the  counter.  When  your  customers  ask  your 
advice  about  'blocked  ears'  you  know  you  can  fijjjB 
recommend  CERUMOL  with  confidence,  ^i;.- 

proven  in  practice  mmmm 

(Vnimol  is  a  trade  mark 


Ij  Laboratories  lor  Applied  Biology  Limited  91  Amhursl  Park  London  N16  5DR 
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COUNTERPOINTS 


Discovery  of  new  markets 
needed  to  boost  male  toiletries 


The  expected  liberalisation  of  male 
attitudes  towards  the  use  of  toiletries  has 
not  met  expectations  and  the  successes  of 
the  early  1970's  have  been  followed  by  a 
long  period  of  relative  stagnation.  A 
report  by  the  Centre  for  Business 
Research  on  the  male  toiletries  market 
concluded  that  while  the  market  is 
expected  to  maintain  slow  growth  in 
nominal  terms,  in  real  terms  it  will 
continue  the  "fairly  definite  decline". 

Premium  price  ranges,  they  predict, 
will  continue  to  gain  an  increasing  market 
share  and  the  report  points  out  that 
manufacturers,  to  date,  have  missed  the 
boat  as  far  as  after-sport  ranges  are 
concerned.  It  is  expected  they  will  become 
increasingly  common  in  the  future, 
together  with  products  adopting  an 
ecological  image  and  containing  natural 
ingredients. 

[  j  dominate  market 

Looking  in  greater  detail,  the  male 
toiletries  market  was  worth  £78.4m  in 
1980  (1973,  £38.4m).  In  real  terms 
however  the  market  has  seen  a  steady 
decline  from  £108. 3m  to  £78. 4m. 

Three  manufacturers  dominate  the 
market.  Aramis,  Faberge  and  Shulton 
took  18,  16.8  and  14.6  per  cent 
respectively  of  the  total  sales  in  1980. 
Within  the  market  there  are  two  distinct 
sectors  _  men's  fragrances  represent  44 
per  cent  of  retail  sales  and  the  rest  of  the 
market  is  made  up  of  a  series  of  toiletry 
and  grooming  aids  such  as  shaving 
requisites  and  hair  preparations. 

Evidence  of  usage  suggests,  the  report 
continues,  that  men  are  beginning  to  wear 
fragrant  products  more  often  and  are 
beginning  to  experiment  more  with 
upmarket  brands.  However,  the  British 
market  is  still  way  down  the  usage  scale 
when  compared  to  other  European 
countries.  Per  capita  spending  on 
toiletries  by  West  German  men,  for 
instance,  is  on  average  over  twice  that  of 
their  British  counterparts. 

The  report  suggests  that  the  continued 
dominance  of  the  market  by  women  will 
deter  market  growth  and  the  fact  that 
almost  60  per  cent  of  male  toiletries 
purchases  are  made  in  the  December  gift 
buying  period  is  seen  by  the  authors  of  the 
report  as  a  reason  for  the  lack  of 
"adventurous"  buying. 

The  percentage  of  women  purchasing 
male  toiletries  in  the  Midlands  and  North 
West  was  found  to  be  consistently  higher 
than  in  other  parts  of  the  country  due  to 
the  "conservatism  of  males  in  these 
regions".  While  they  do  not  mind  wearing 
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toiletries,  they  do  not  want  to  buy  them, 
the  report  comments. 
Boots  account  for  29  per  cent  of  male 
toiletry  purchases  made  by  men  and  34 
per  cent  purchased  by  women  and 
independents  are  responsible  for  a  14  and 
16  per  cent  share  respectively.  Drug 
stores,  the  report  notes,  are  growing  in 
importance  as  are  grocery  multiples  which 
sell  top  brands  at  competitive  prices. 
Supermarket  chains  will  continue  to 
increase  in  importance  the  report  predicts. 
Also  women  were  found  by  Avon  to 
account  for  almost  all  their  sales  of  men's 
toiletries. 

Over  80  per  cent  of  advertising  appears 
during  the  last  quarter  of  the  year  to  catch 
the  Christmas  market.  Overall,  in  real 
terms,  advertising  expenditure  declined 
quite  dramatically  from  1975  to  1978 
(£7m-£3.8m),  levelled  out  during  1979  and 
1980  and  then  grew  in  1981  to  £4. 8m  as 
manufacturers  tried  to  combat  the  effects 
of  the  recession. 

Looking  at  the  markets 

Breaking  down  the  various  markets:- 
Aftershave  and  cologne:  Of  the  1 50 
brands,  Brut  remains  market  leader  with 
15-18  per  cent  of  the  market,  closely 
followed  by  Old  Spice  (16  per  cent).  In 
terms  of  turnover,  Aramis  is  market 
leader  followed  by  Brut.  Three  quarters  of 
men  in  the  16-54  age  group  and  over  half 
in  the  55  +  sector  use  fragrances. 
Hair  preparations:  This  market  has  been 
declining  in  real  terms  since  1975  and  was 
worth  £15.2m  in  1980.  Brylcreem  has  a  30 
per  cent  market  share  followed  by  Reckitt 
and  Colman's  Cossack  (8  per  cent).  Usage 


of  hair  preparations  is  concentrated  in  the 
older  age  group  and  the  sector  is  likely  to 
continue  to  decline  as  the  younger  section 
moves  up  the  age  group  says  the  report. 
Deodorants:  Retail  sales  reached  £1  lm  in 
1980  but  in  real  terms  there  has  been  a 
general  decline  in  sales  with  some 
deviation  in  individual  years.  This  sector 
is  difficult  to  estimate  as  family  brands  are 
available.  Usage  by  men  has  been  steadily 
increasing  to  stand  at  55  per  cent.  There  is 
still  plenty  of  scope  for  growth. 
Shaving  requisites:  Preferring  to  remain  a 
nation  of  wet  shavers  (70  per  cent)  retail 
sales  stood  at  £5. 3m  in  1980,  a  decline  in 
real  terms  since  1975.  Shaving  soap  has 
been  replaced  in  popularity  by  shaving 
foam  with  Gillette  producing  the  leading 
product.  Electric  shavers  are  expected  to 
gain  market  share  resulting  in  the  decline 
of  this  market  segment. 
Skin  care:  A  new  area  within  the  male 
toiletry  market.  First  entered  by  the 
designer  brands,  this  could  be  an  area  of 
growth  for  the  manufacturers,  suggests 
the  report. 

Most  companies  involved  in  toiletries 
are  in  both  the  male  and  female  market, 
the  former  accounting  for  only  9  per  cent 
of  the  total  market.  Estee  Lauder  leads 
the  way  with  an  estimated  18  per  cent 
share  of  the  men's  market  worth  £13. 5m. 
Faberge  is  second  with  sales  of  £12. 5m 
followed  by  Shulton  (£1  lm)  and  Elida 
Gibbs(£3.3m). 

Total  retail  sales  will  continue  to 
decline  in  real  terms,  the  report  concludes, 
although  a  newly  discovered  market  could 
upset  the  prediction  apple  cart.  Growth 
areas  exist  in  upmarket  ranges,  after  sport 
ranges  and  skin  care  products.  "The  UK 
market  for  male  toiletries"  (£30),  Centre 
for  Business  Research,  Booth  Street  West, 
Manchester  M15  6PB. 


Introductory  offers 
on  Yardley  additions 

Two  fragrances,  honeysuckle  and  lilac, 
have  been  added  to  Yardley's  range  of 
pump-action  hand  and  body  lotions. 
Available  from  March  at  £2.75,  the  hand 
and  body  lotion  is  to  be  offered  unboxed 


at  an  introductory  price  of  £1 .95 . 

Honeysuckle  is  also  added  to  the 
Yardley  range  of  liquid  soap  (300ml, 
£2.75).  It  will  be  at  an  introductory  price 
of  £1  95  from  March.  A  75ml  trial  size  is 
also  available  (£0.65).  Yardley  of  London 
Ltd,  Miles  Gray  Road,  Basildon,  Essex. 

TV  commercial  has 
"the  Simple  answer" 

"The  Simple  answer"  is  the  theme  of  the 
commercial  for  the  Simple  skin  care  range 
to  be  featured  on  London,  Midlands  and 
Breakfast  television  throughout  February. 
It  will  be  supported  by  advertising  in  the 
national  and  women's  Press  making  a 
total  spend  of  over  £750,000.  Albion  Soap 
Co  Ltd,  113  Station  Road,  Hampton, 
Middlesex  TW 12  2DY. 
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Seton's  entry  into  the 
■etail  market  is  one  of  the  * 
oest  pieces  of  news  that 
zhemists  have  had  in  years. 

Promising  as  it  does  a  con- 
siderable surge  in  several 
product  groups  which  are  potentially 
/ery  fast  moving  indeed. 

First  to  spring  into  action  is  tried, 
ested  and  trusted  Tubigrip. 

Backed  by  a  smart  new  retail  pack, 
in  eyecatching  new  dispenser,  powerful 
advertising  in  the  national  press  and  a 
nemorable  live  action  TV  campaign* 
look  out  for  the  Tubigrip  trampolinist- 
and  join  him  on  the  up  and  up). 

Salvelox  -  Europe's  best-selling 
faster  -  is  about  to  get  off  to  a  flying 
start  with  a  point-of-sale  campaign  that 
highlights  the  product's  speed,  ease 
pf  application  and  profit  potential 
:or  chemists  every  where - 


and  only  chemists  are 
in  the  running  to  sell  this 
unique  product. 
All  this  (and  quite  a  bit 
more)  springs  from  Seton,  one 
of  Britain's  most  successful  and 
soundly  based  companies  in  the  field 
of  health  care. 

That  success  is  set  to  rub  off  on  retail 
I  chemists  throughout  the  country. 
I       So  join  Seton  in  these  exciting  new 
;  and  potentially  highly  profitable  ventures. 
And  get  on  the  up  and  up  yourself. 

*  initially  in  the  Granada  region  (equivalent  to 
£600,000  nationally) 


// 


THE  TUBIGRIP'PEOPLE 

Seton  Products  Limited,  Tubiton  House, 
Oldham  OL1  3HS.  Tel:  061-652  2222  Telex:  669956 


Join  Seton 
on  the  up  and  up. 
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Panty  Pads  dash 
for  cash 


RV  relaunch  Clearasil  range  and 
add  deep  cleansing  milk 


Richardson  Vicks  are  repackaging  and 
relaunching  the  Clearasil  range  of  teenage 
skin  care  products,  and  are  introducing 
Clearasil  deep  cleansing  milk. 

The  company  says  that  the  growing 
trend  in  this  market  area  is  for  specific 
treatment  products  following  the  benzoyl 
peroxide  boom  spearheaded  by  Topex. 
Richardson  Vicks  feel  their  range  will 
benefit  from  improved  formulations  and 
stronger  Clearasil  branding  on  the  new 
packaging.  A  new  pack  design  keeps  the 
familiar  triple  headed  logo  in  two-tone  ^ 
blue  with  copy  written  in  a  "therapeutic" 
style. 

Lotion  now  for  greasy  skin 

The  relaunch  allows  for  the  repositioning 
of  Clearasil  lotion  for  greasy  skin  as 
compared  with  the  new  Clearasil  deep 
cleansing  milk  for  combination  skin. 
Clearasil  deep  cleansing  milk  is  for 
combination  skin  which  is  the  largest  self- 
defined  skin  type  amongst  12-24  year  olds, 
and  yet,  Richardson  Vicks  say,  all  the 
cleansers  up  to  now  have  been  aimed  only 
at  greasy  skins. 

Current  cleansers  are  effective  on 
greasy  skin  but  can  be  too  astringent  on 
the  normal  areas  leaving  them  over  dry. 
But  Clearasil  deep  cleansing  milk  contains 
no  acetone,  has  a  pH  value  closer  to  the 
skin  and  is  more  gentle,  the  company 
claims. 

Recent  consumer  research  carried  out 
by  Richardson  Vicks  showed  that  52  per 
cent  of  combination  skin  types  aged 
between  12-24  do  not  use  any  form  of 
cleanser  at  all.  They  believe  that  the 
launch  of  the  deep  cleansing  milk,  50ml 
(£0.85)  and  100ml  (£1 .45),  will  attract 


many  new  users  among  the  20-30  age 
group. 

The  Clearasil  range  will  be  supported 
both  on  television  and  in  the  Press  in 
1983.  A  new  30-second  commercial  for 
Clearasil  lotion  and  milk  will  run  in 
February  and  March  in  all  regions  except 
Grampian,  Border  and  TWS.  The  total 
national  equivalent  spend  for  Clearasil 
lotion  and  milk  for  1982/3  is  £450,000.  A 
double  half-page  advertisement  will  run  in 
the  teenage  Press  until  July,  using  the 
"starvation  diet  for  spots"  theme. 
Richardson  Vicks  Ltd,  Rusham  Park, 

Whitehall  Lane,  Egham,  Surrey 

TW20  9NW. 


"Join  the  Panty  Pads  dash  for  cash"  is  a 
promotion  by  Lilia-White  for  Panty  Pads 
with  Tendasoft  cover  range. 

The  purchaser  can  send  in  six  pack 
fronts  before  March  31  to  get  £2,  six  pack 
fronts  between  April  1-30  to  get  £1 .50,  or 
send  six  pack  fronts  between  May  1-31  to 
get£l. 

This  offer  will  be  advertised  in 
February  in  issues  of  the  Daily  Mail, 
Woman's  Own,  and  TV  Times,  and  each 
advertisement  will  carry  a  coupon  to  be 
sent  off  with  five  proofs  of  purchase  to 
obtain  the  cash.  POS  material  will  also 
support  the  promotion.  Payment  of  cash 
will  be  determined  by  the  date  of  the 
postmark  rather  than  by  that  of  the 
receipt.  Closing  date:  May  31 .  Lilia-White 
Ltd,  Alum  Rock  Road,  Birmingham. 

TV  push  and  sports 
sponsorship  by  Bic 


Bic  razors  are  to  be  supported  in  February 
by  a  national  television  campaign.  All 
regions  will  feature  commercials  in  the 
first  two  weeks  of  February,  and  Thames, 
Midland,  Granada,  Tyne  Tees  and 
Yorkshire  will  continue  the  push  through 
to  the  end  of  the  month. 

There  will  also  be  a  promotional 
campaign  at  sports  grounds  throughout 
the  country,  and  the  company  will 
sponsor  a  horse  racing  programme.  Biro 
Bic  Ltd,  Whitby  A  venue,  Park  Royal, 
London  NW10  7SG. 


Numark  offers  from 
St  Valentines  Day 

The  next  Numark  national  promotion 
runs  from  February  14-26.  Numark 
retailers  have  the  chance  to  enter  the 
Kotex  lucky  draw,  with  25  real  leather 
executive  cases  each  valued  at  £49.95  as 
prizes. 

Numark  Superbuys  include  Colgate 
toothpaste,  Nice  'N  Easy,  Dettol 
antiseptic,  Bic  razors,  Recital  shampoo, 
Lil-lets,  Imperial  Leather  soap,  Body  Mist 
2  with  25  per  cent  extra  free,  Palmolive 
rapid  shave  and  shaving  cream  tubes, 
Ribena,  Lucozade,  Milupa  infant  foods, 
Kotex  Simplicity,  Brevia,  Minis,  Sylphs, 
Dayfresh  and  Soft'N  Sure.  All  these 
products  will  be  supported  by  Numark 
merchandising  material  —  theme  window 
banner,  window  bills,  stack  cards  and 
double-sided  shelf  cards.  They  will  be 


advertised  in  the  national  and  women's 
Press  and  on  Ulster  television. 

Other  Numark  Superbuys  include 
Radox  herbal  bath,  Eucryl  smokers 
toothpowder,  Whistling  Pops,  Matey  and 
Miss  Matey,  Complan  and  Andrex. 
Optional  extras  include  Andrews  liver 
salts,  Listerine,  Lanacane,  Labello  lip 
care,  Germolene  and  Germolene  new 
skin',  Germoloids  suppositories,  ointment 
and  tissues,  Beecham  powders  and 
tablets,  Phensic,  Venos  and  Mac  lozenges. 
Independent  Chemists  Marketing  Ltd,  51 
BorehamRoad,  Warminster,  Wilts. 

TV  campaign  for 
Little  Healers 

Fennings  Little  Healers  are  to  be  featured 
on  Yorkshire  television  for  three  weeks 
from  January  24.  Fennings 
Pharmaceuticals,  46  London  Road, 
Horsham,  West  Sussex  GH12  2DT. 
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:ie  fast, no-fumble  I 
iaster  from  Seton. 

AST  -  ONLY  FOR  CHEMISTS. 

Salvelox  is  a  unique  concept  in  easy-to-use  plaster, 
11  set  to  get  off  to  a  sprint  start  with  customers 
verywhere.  It  half-peels  on  removal  from  pack, 
•ffering  speedy  fumble-free  application. 

But  as  a  chemists-only  line  the  selling  oppor- 
jnity  is  yours  and  yours  alone! 

AST  TURNOVER 

Salvelox  has  the  ability  to  move  fast 
■om  your  shelves,  too.  Accelerating  your 
jrnover  en  route. 


/ 


FAST  PROFITS 

Seton's  great  introduc- 
tory offer  on  Salvelox  (details 
from  your  Seton  representative) 
puts  your  profit  margin  in  the 
running  for  a  healthy  spurt. 

FAST  DISPENSER 

Salvelox  comes  in  slim,  ultra- 
convenient  packs,  attractively  presented 
on  a  self-serve  stand. 

So  your  customers  can  help  them- 
selves -  and  your  profits! 

GUARANTEED  QUANTITY 

Salvelox,  already  lapping  the  competition  in 
Europe,  has  another  flying  start  over  conventional 
plasters  -  each  and  every  pack  has  its 
quantity  of  plasters  guaranteed 
unconditionally. 


Ask  your  Seton 
representative  for  the  full 
record-breaking  story  of 
Salvelox  -  the  fast  no-fumble 
plaster  from 

Seton 

THE  TUBIGRIP  PEOPLE 

Seton  Products  Ltd.,  Tubiton  House, 
Oldham  OL1  3HS.  Telephone:  061-652  2222 


Sali/elnx 


SHuttw  $0e!OX  Safataz 
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Optique  Spring 
into  action 

Optique  are  adding  a  selection  of  new 
shades  to  their  range  of  cosmetics  for 
Spring.  Aquamarine  and  lilac  colours 
have  been  added  to  the  creme  eye 
shadows,  a  lightly  pearlised  water-based 
formula  which  resists  creasing. 

Two  shades,  copper  and  gold,  have 
been  included  in  the  1983  collection  of 
soft  eye  crayons.  The  crayons  have  soft 
formulation  so  that  the  delicate  skin  of 
the  eyelids  is  not  scored.  In  the  range  eye 
make  up  remover  and  eyecare  moisturiser 
cartons  have  been  redesigned  and  are  now 
silver  with  black  lettering.  Optique,  6 
Burnsall  Street,  London 
SW3  3ST. 


The  new  cream  and  silver  display  unit  for 
Optique  cosmetics  takes  a  selection  of  all 
the  products  in  the  range. 


Paper  glue  with 
conical  dispenser 


Clever  Stick  (£0.83)  is  a  paper  glue  being 
introduced  by  Loctite.  The  conical 
dispenser  encourages  children  to  use  it  as 
a  pen,  and  the  dispensing  tip  prevents 
accidental  spillage,  allowing  a  small  or 
large  area  to  be  covered.  Loctite  say  that 
the  glue  can  be  easily  removed  from  skin 
and  clothes.  The  glue  preservative  meets 
EEC  safety  regulations  and  is  recognised 
as  safe  for  use  in  foods  under  regulations 
of  the  United  States  Food  and  Drug 
Administration.  An  introductory  pack  of 
20  (£8.64)  is  available.  The  standard  pack 
size  is  18.  Loctite  UK,  Watchmead, 
Welwyn  Garden  City,  Herts  AL7 1JB. 


New  look  Izal  with 
tissue  holder  offer 


Izal  medicated  toilet  rolls  and  interleaved 
packs  have  been  repackaged.  Sterling 
Health  say  that  the  new  designs  reposition 
the  brands  and  promise  "better  family 
hygiene".  The  interleaved  carton  design 
will  feature  a  toilet  tissue  holder  offer, 
which  will  be  available  to  consumers  for 
£2.75.  Sterling  Health,  Sterling  Winthrop 
House,  Surbiton,  Surrey  KT64PH. 


Elastoplast  road 
safety  link-up 


Safety  Street,  a  road  safety  competition 
for  children,  is  being  launched  by 
Elastoplast  as  their  1983  consumer 
promotion. 

It  will  be  accompanied  by  a  £750,000 
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Herbal  addition  for 
Potter's  range 


The  latest  addition  to  Potter's  range  of 
herbal  remedies  are  herbal  tranquiliser 
tablets  (£1 .60  for  a  pot  of  84  tablets). 
Each  tablet  contains  the  aqueous  extract 
of  the  passifloraherb. 

A  Press  campaign  will  run  in  the 
Sunday  Express  until  early  April  for  four 
Potter's  products,  Neurelax,  herbal 
tranquiliser  tablets,  Antifect,  and 
vegetable  cough  remover.  Potter's 
(Herbal  Supplies)  Ltd,  Ley  land  Mill  Lane, 
Wigan,  Lanes  WN1  2SB. 


Bigger  Optrex 
lotion 

A  large  size  Optrex  lotion  with  eye  bath, 
300ml  (£1 .99),  is  being  introduced  from 
February  1.  Optrex  Ltd,  Optrex  House, 
Jays  Close,  Basingstoke,  Hants. 


television  advertising  campaign.  As 
prizes,  Elastoplast  will  be  awarding  400 
Raleigh  bicycles,  and  the  competition  has 
the  backing  of  the  Royal  Society  for  the 
Prevention  of  Accidents.  Each  entry  must 
be  accompanied  by  a  bike  token  from  the 
special  Safety  Street  packs  of  Elastoplast. 
POS  material  is  available.  Smith  and 
Nephew  Consumer  Products,  PO  Box  81, 
Hessle  Road,  Hull  HU3  2BN. 


Harpic  goes  on  TV 

Harpic  Bleachmatic  in-cistern  toilet 
cleaner  is  being  supported  by  a  £500,000 
national  television  campaign  featuring  the 
"continuous  protection  against  germs" 
commercial  which  Reckitt  say  "made  a 
major  contribution  to  record  market  sales 
in  1982" .  Reckitt  Products,  Reckitt 
House,  Stoneferry  Lane,  Hull  HU8  8DD. 


Bidex  distribution 

The  Bidex  naturelle  and  fraiche  sprays 
together  with  Bidex  towelettes  will  now  be 
distributed  by  Geistlich  Sons  Ltd,  Newton 
Bank,  Long  Lane,  Chester  CH2  3QZ. 

ON  TV 
NEXT  WEEK 


Ln  London 
M  Midlands 
Lc  Lanes 
Y  Yorkshire 
Sc  Scotland 


WW  Wales  &  West 
So  South 
NE  North-east 
A  Anglia 
U  Ulster 


We  Westward 
B  Border 
G  Grampian 
E  Eireann 
CI  Channel  Is 

Askit  powders:  S^ 
Aspro  Clear:  All  except  Lc,So,NE,U,E 

Buttercup  cough  syrup:  So,NE 
Crookes  One-A-Day:  All  areas 

Farley's  rusks:  Ln,M,Lc,Y,Sc,NE 
Fennings  Little  Healthers  Y 
Harpic  Bleachmatic:  AH  areas 

Hedex-  A11  except  U  &  E 

Infacare:  All  areas 

Infasoft:  All  areas 

Karvol  capsules:  All  except  E 

Milgard:  All areas 

Paddi  Cosifits:  All  areas 

Sanatogen  multivitamins:  All  areas 

Scholl  thermal  insoles: 
Strepsils  tablets: 
Sunsilk  shampoo: 
TCP  antiseptic  liquid 

and  pastilles:  All  except  E.CI 

Topex:  All  except  U  &  B 

Vicks  Sinex  nasal  spray:  Ln,M,Lc,NE,Sc,U 
Vicks  expectorant  cough  syrup:  All  except  B,U 

Chemist  &  Druggist  22  January  1983 


All  areas 
All  areas 
All  areas 


Get  on  the 

up  and  up  with 

Tubigrip 


Things  are  really  looking  up! 

Because  nowTUbigrip  -  for 
years  Britain's  foremost  support 
bandage  -  goes  retail. 

Over  the  counter  at  chemists 
everywhere. 

It's  supported  by  one  of  the 
bounciest  launches  you've  seen  in 


years. 


With  every  aspect  of  the  campaign  calculated  to  put 

Tubigrip  uppermost  in  the  consumer's  mind. 

There's  a  smart  new  retail  pack,  an  eye- 
catching new  dispenser  and  full  supporting 
point-of-sale  material. 

Powerful  advertising  in  the  national  press. 
PLUS  a  memorable  live  action  TV 
campaign*  (Look  out  for  the  Ttibigrip  trampo- 
linistand  join  him  on  the  up  and  up.) 
The  new  1m  and  Vim  packs  are  available  now. 
So  stock  up  -  and  join  us  on  the  up  and  up. 

♦initially  in  the  Granada  region  (equivalent  to  £600,000  nationally) 


Setori 

THE  TUBIGRIP'PEOPLE 

Seton  Products  Limited, Tubiton  House, 
Oldham  OL1  3HS.  Tel:  061-652  2222  Telex:  669956 
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COUNTERPOINTS 


Looking  at  Spring  colours  with 
the  cosmetic  companies 


Springfevers  from  Elizabeth  Arden 
include  three  colour  groupings  for  the 
Spring  collection  —  Fantasy  Fuchsias, 
"intoxicating  blued-pink  and  gleaming 
magenta";  Breathtaking  Pink,  "ultra 
feminine  pink  with  a  built-in  glow";  and 
Romantic  Opalescence  which  can  be  used 
to  add  luminous  highlights  to  the  Fantasy 
Fuchsia  and  Breathtaking  Pink  looks,  and 
can  also  be  worn  alone  to  create  an  effect 
which  is  "subtle  yet  glamorous,  with  the 
pale  iridescence  of  opals" .  Included  in  the 
range  are  accent  products  to  enhance  the 
new  colours,  comprising  mascara,  kohl 
and  foundation. 

Springfevers  will  be  available  from 
mid-March.  Elizabeth  Arden  Ltd,  13 
Hanover  Square,  London  W1R0PA. 


WKm, 


Spring  signature 

Charles  of  the  Ritz  have  launched  their 
Spring  range,  the  Signature  Collection, 
which  includes  perfect  finish  powder 
eyecolour  trios  in  six  colour  selections. 
There  are  also  colour  additions  to  the 
repackaged  range  of  perfect  finish  powder 
and  creme  eyecolours,  lipcolours,  lipgloss 
and  liquid  make  up.  Prices  range  from 
£2.75  to  £6.75.  The  collection  will  be 
available  in  February.  Charles  of  the  Ritz 
Ltd,  51  Charles  Street,  London  Wl.  : 

Two  roses  for 
Guerlain 


Mary  jumps  on  the 
sporting  bandwagon 

Sporting  Highlights  are  the  new  colours 
from  Mary  Quant,  aimed  to  set  the  paw 
for  the  sweatshirt  fitness  fashion  "look' 

for  spring. 

Colours  have  been  chosen  from  the 
blue/pink  spectrum  and  include: 
Blushbaby  (£4)  in  plum  bell  pink;  Peep 
eyes  (£2.75)  in  in-the-pink  corner  and 
vitamin  seas;  colour  rich  lipstick  (£2.45)  in 
sprinting  pink,  fitness  fuchsia  and  pacing 
purple;  colourshine  lip  gloss  (£2. 10)  in 
pink  shine,  fuchsia  shine  and  purple 
shine;  and  nail  polish  (£1 .95)  in  press  up 
pink,  physical  fuchsia,  hurdling  purple 
and  mint  condition. 

A  Photo  Finish  foundation  is  also 
being  introduced  which  is  designed  to 

Rubinstein's  voyage 
of  discovery 


meet  the  needs  of  oily  and  combination 
skin  types,  Photo  Finish  (£3.25)  comes  in 
five  shades,  and  contains  moisturisers  and 
mild  mineral  oils  for  easy  application.  All 
products  will  be  available  from  February. 
Gala  Cosmetics  and  Fragrances  Ltd,  PO 
Box  3,  Frances  Avenue,  West  Howe, 
Bournemouth  KT6  ILLS.  


Normandy  Spring 

Les  Aquarelles  de  Dufy  is  the  Spring  and 
Summer  collection  from  Orlane.  Inspired 
by  the  skies  of  Normandy,  "the  cool 
marine  blue  of  the  sea  reflecting  pastel 
rose,  lavender  and  peach  of  the  Deauville 
dawn",  the  collection  comes  in  three 
colour  selections,  de  ville,  marine,  and 
pastel.  Prices  range  from  £3.95  to  £9.95. 
Orlane  Cosmetics  (UK)  Ltd,  21  Grafton 
Street,  London  W1X3LD. 


Guerlain' s  Spring  into  Summer  collection, 
Trianon,  was  inspired  by  a  "fairytale 
palace  of  marble,  rose  quartz  and  flaming 
feldspar,  symbolic  of  all  that  is  elegant  in 
exquisite  harmonies  of  pink" . 

There  are  two  colour  selections,  rose 
feu  and  rose  pompadour.  Prices  range 
from  £2.00  to  £12.75.  Guerlain  Ltd,  22 
AintreeRoad,  Greenford,  Middlesex. 


Voyage,  the  Spring  collection  from 
Helena  Rubinstein,  was  "inspired  by  the 
golden  days  of  the  ocean  liner  and  Orient 
Express". 

The  range  includes  five  new  shades  of 
powder  shadows  (£4.45),  a  new  shade  of 
lip  liner  (£2.15),  two  new  shades  of 
lipstick  (£3.75)  with  matching  nail  laquer 
(£3.75),  and  a  shimmering  white 
highlighter  (£3.75). 

Helena  Rubinstein  are  also 
introducing  a  new  foundation,  fluide  mat. 
It  is  sheer  and  conceals  minor 
imperfections  to  give  a  flawless  look,  they 
claim.  It  contains  soya  lecithin  and  jojoba 
oil  to  moisturise  and  condition  the  skin 


and  a  protective  sun  filtering.  Fluide  mat 
is  available  in  six  shades  (£8.25). 

The  Voyage  collection  and  fluide  mat 
are  available  from  February  22.  Helena 
Rubinstein  Ltd,  Central  Avenue,  West 
Molesey,  Surrey  KT8  ORB. 


Mediterranean 
colours  for  Dior 


The  warm  colours  of  ancient 
Mediterranean  frescoes  and  mosaics 
inspired  Christain  Dior's  Spring  range. 

Les  Pheniciens  combines  the  colours 
of  ochre,  earth,  terracotta,  coral,  and 
ocean  blue,  which  Dior,  say,  will  work 
well  either  together  or  apart.  The  range 
includes  four  lipsticks  and  nail  enamels, 
five  eye  liner  pencils,  and  two  eye  shadow 
compacts  of  four  colours.  Prices  range 
from  £1 .95  to  £9.95.  Parfums  Christian 
Dior,  Avis  Way,  Newhaven,  Sussex.  \ 

Lancome  concentrate 
on  dry  skin 

Lancome  have  introduced  Nutribel 
Extrait,  a  "completely  natural" 
nourishing  oil  for  very  dry  skins  or 
patches  of  dry  skin. 

It  is  described  as  a  very  fine  honey- 
coloured  oil  which  contains  100  per  cent 
natural  vegetable  extracts,  including 
jojoba,  sesame  oils  and  vitamin  F. 
Lancome  say  that  Nutribel  Extrait  is 
quickly  absorbed  by  the  skin  leaving  no 
stickiness,  and  can  be  used  both  at  night 
and  during  the  day. 

Presented  in  an  elegant  smoked  glass 
bottle,  Nutribel  Extrait  (£16.95),  is 
available  from  February  1.  Lancome 
(England)  Ltd,  14  Grosvenor  Street, 
London  W 1X0 AD. 
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for  sunglasses  at  sensible  prices 


Flexiframe 

Lig  htweight,  strong 
and  flexible 


Wraparound 

Unisex- for  today's 
fashion  look 


The  usual  wide  range  of  Bartex  childrens  styles 
including- Snoopy  and  Disney,  fashion,  polarised  and 
photochromic  sunglasses  all  at  fantastic  prices 


Alfred  Franks  &  Bart  left  Co.  Ltd., 

Bartex  House,  167-185  Freston  Road,  London  W10  6TH  Telephone:  01-960  0922/8  Telex:  923223 


a  glass  darkly 
ass  revolution 


Linda  Fancourt,  fashion  designer 


Among  the  treasures  Marco  Polo  brought  home  from 
his  adventures  in  the  exotic  East  during  the  14th 
century,  were  a  pair  of  primitive  spectacles,  more 
common  in  China  than  in  Europe  where  they  were  at 
first  deemed  dangerous  and  strange.  Soon,  however, 
snob  appeal  crept  in.  ^  

the  excitement  was  about.  Little  did  they 
realise,  that  they  were  perceiving  the  start 
of  a  small  industrial  revolution,  for  this 
new  invention  had  applications  in  many 
fields  besides  the  obvious  one  of 
sunglasses. 

Throughout  these  early  years  of 
building  up  his  own  company,  Land 
continued  to  improve  on  his  original 
invention,  and  the  day  came  when  he 
produced  his  first  polarising  sheet  of 
celluloid  and  thus  coined  the  phrase 
'Polariod,'  now  a  household  word  and 
synonym  for  sunglasses. 

Although  the  first  polarising  lens  came 
from  America,  we  have  to  look  towards 
Europe  for  the  source  of  the  plastic  and 
metal  frames  in  which  these  revolutionary 
lenses  were  to  be  mounted. 

Historically,  spectacle  and  sunglasses 


Spain  was  the  first  to  follow  the  trend  set 
by  China  and  there  spectacles  became 
sought-after  symbols  of  exalted  status. 
Sunglasses  followed  closely  upon  the  heels 
of  these  first  spectacles,  and  although  they 
were  at  first  only  bits  of  brightly  coloured 
glass,  they  were  worn  by  the  aristrocracy. 
Even  Henry  VIII  wore  them  —  perhaps 
the  better  to  blind  himself  to  the  laws  of 
the  land,  forbidding  more  than  one  wife! 

This  state  of  affairs,  with  spectacles 
and  sunglasses  being  worn  as  a  matter  of 
necessity  rather  than  ornamentation, 
persisted  until  the  twentieth  century,  when 
another  fashion  revolution  took  place  and 
these  useful  accessories  achieved  a  fashion 
importance  that  they  had  never  enjoyed 
before.  No  longer  were  sunglasses  only  for 
the  pale-eyed  in  hot  climes,  but  improved 
styling  and  fashion  conscious  design  led  to 
Hollywood  stars  of  the  1930s  latching 
onto  the  glamour  image  that  sunglasses 
could  project.  Things  have  never  looked 
back.  With  so  many  styles,  colours,  and 
lenses  available  now,  sunglass  fashion  is 
on  offer  to  everyone. 

Polarising  scene 


frame  manufacture  has  centred  on  two 
small  towns  on  the  French/Swiss  border, 
high  up  in  the  Jura  mountains.  Even 
today,  many  of  the  latest  frames  that  you 
see  in  opticians  and  pharmacy  windows 
have  been  made  in  Morez  and  Oyonnax. 

Each  of  these  towns  had  a  tradition  of 
making  products  requiring  time,  care, 
patience  and  skill  in  handling  small  items. 
As  surrounding  industries  rose  and  fell 
with  the  tide  of  success,  so  these  towns 
adapted  their  skills  to  the  current  market. 

Morez  boasted  clock  and  nail-makers 
and  were  at  their  strongest  towards  the 
end  of  the  18th  century,  when  one 
Monsieur  Caseau  found  his  sight  was  no 
longer  good  enough  to  continue  making 
his  nails.  At  great  expense  he  purchased 
some  lenses  to  aid  his  vision,  but  he 
quickly  found  that  the  traditional  way  of 
suspending  them  in  front  of  his  eyes  by 
ribbons  from  a  cap  brim  was  inadequate. 
Under  his  leadership  a  spectacle  industry 
evolved  making  frames  of  the  sort  we  use 
today,  connecting  the  two  lenses  with  a 
bridge  over  the  nose  and  attaching  sides  to 
fit  round  the  ears. 


Edwin  Land's  patent  drawings  tor  his 
variable  transmission  sunglasses  — 
marketed  in  the  mid  '30s  and  re- 
introduced by  Polaroid  in  1976  under 
the  Polamatic  brand  name 


The  modern  day  Marco  Polo  in  this  field 
is  Edwin  Land,  who,  early  this  century 
perfected  a  method  of  manufacturing 
convenient,  malleable  and  low-cost 
polarising  sheets  from  which  the  very  first 
synthetic  polarising  lenses  were  made. 
Until  Land  came  onto  the  scene, 
producing  polarised  light  had  been 
cumbersome  and  expensive. 

Although  the  idea  had  occured  to 
various  physicists  previously  it  took  the 
young  American  to  realise  all  their 
aspirations.  Hardly  stopping  for  breath, 
and  not  even  dallying  long  enough  to 
complete  his  university  education  at 
Harvard,  Land  set  up  his  first  company 
with  a  friend  from  college.  He  patented 
his  first  invention  in  1929,  to  the  almost 
complete  mystification  of  the  general 
public,  who  could  not  work  out  what  all 
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'Far  sighted' 


Monsieur  Caseau  was  indeed  far-sighted 
in  both  senses  of  the  word.  In  1805,  once 
his  new  invention  had  been  perfected,  he 
visited  a  trade  fair  at  Beaucaire  where 
visitors  from  all  over  the  world  were 
quickly  intrigued  by  his  new-fangled 
spectacles  and  he  returned  home  with 
pockets  full  of  orders. 

By  1810  Morez  was  already  exporting 
spectacle  frames  to  over  32  different 
countries.  Oyonnax  —  the  village  in  the 
next  valley  to  Morez  —  soon  got  to  hear 
about  the  Caseau  spectacles  and  decided 
to  cash-in  on  the  trend  by  applying  their 
speciality  of  making  horn  combs  and 
adornments  to  the  optical  market.  Today, 
these  two  towns  retain  their  individuality, 
with  most  of  the  metal  frames  being 
produced  in  the  original  nail-making 
Morez,  and  the  plastic  frames  in 
Oyonnax.  It  wasn't  until  the  mid  1920s 
that  anyone  thought  of  combining  art 
with  necessity  in  the  shape  of  sunglass  and 
spectacle  frames. 

Jules  Monneret,  principal  of  the 
Morez  Technical  College  is  credited  with 
the  start  of  fashion  in  spectacle  design,  a 
tradition  which  continues  to  this  day.  The 
Jura  region  being  responsible  for  the 
production  of  many  hundreds  of 
thousands  of  frames  each  year  for  the 
worldwide  optical  industry. 

Modern  marketing  techniques  were^ 
first  applied  by  Polaroid  in  the  early  60's. 
They  introduced  the  British  public  to  the 
benefits  and  apparent  magic  of  the 
polarising  lens,  in  a  series  of 
advertisements  and  commercials. 
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An  advertisement 
from  the  late  1930's 
for  Polaroid  Variable 
day  glasses 
developed  by  Edwin 
Land  to  promote  his 
discovery  of  a 
synthetic  polarising 
sheet.  The  original 
polarising  sheet 
was  made  of 
celluloid  and  the 
Polaroid  name  was 
coined  from  these 
two  mam  features 


j'lll  UIIIH!  LilfflJ  IIHSSKS 


MOW   POlttO'O  VASIASLt   DAY  OPERSTE 


Enter  Foster  Grant 
and  Goggles... 

The  marketing  strategy  revolved  round 
demonstrating  the  glare  elimination 
property  of  the  lenses  by  comparing  the 
amount  of  harsh  white  light  seen  through 
"ordinary"  sunglasses  with  that  seen 
through  Polaroid  sunglasses. 

Fragmentation 


The  market  boomed  but  remained 
fragmented  with  branded  sales  largely  the 
domain  of  Polaroid  until  the  mid- 
seventies  when  two  other  manufacturers 
decided  to  enter  the  market  with  Foster 
Grant  &  Goggles. 

Technology  took  great  steps  forward 
at  this  time.  Remember  the  flurry  of 
activity  in  1976  as  the  photochromic 
market  began  to  grow?  One  supplier  was 
predicting  in  the  January  C&D  sunglasses 
supplement  that  in  three  years  time  30  per 
cent  of  all  sunglasses  sold  in  Europe 
would  have  this  kind  of  lens.  Gradients 
and  CR39  were  also  attracting  buyers,  and 
in  frames,  Polaroid  were  anticipating  a 
move  away  from  intricate  designs  and 
decorations  to  more  classical  designs. 

1978  saw  the  introduction  of 
Reactolite  Rapide  lenses  by  Chance 
Pilkington  —  "a  leap  forward  in 
photochromic  lens  technology"  and  the 
launch  of  Lookers  by  Polaroid  "to 


improve  the  fashion  image  of  our 
sunglasses."  The  range  included  five  lens 
types,  two  of  which  were  non-polarising. 

Into  the  1980s  and  as  the  recession 
began  to  bite,  the  market  sank  to  five 
million  units. 

However,  despite  this  change  in 
buoyancy  the  wheel  had  turned  full  circle. 


Seasonal  trends  and  fads  apart, 
indications  point  toward  a  fashion  that 
recognises  the  economic  sense  of  buying 
an  accessory  which  is  not  merely  a  fashion 
item  but  also  protects  and  shields  the 
wearer  from  uncomfortable  glare.  Marco 
Polo  really  started  something! 


A  TECHNICAL  BREAKTHROUGH. 


Chemist  &  Druggist  22  January  1983 


SUNGLASSES 


§  and  Solar 
ir  sights 


'In  three  years'  time,  there's  no  doubt  in  my  mind,  I'm 
going  to  be  up  there  among  the  big  boys.  There's  no 
reason  why  I  shouldn't     I've  got  as  much  expertise  as 
they  have,  and  more.'  


The  words  of  John  Bowlt  who,  in  the 
C&D  October  sunglass  supplement, 
premiered  his  first  sunglass  collection 
since  setting  up  Shades  International. 

C&D  went  and  talked  to  Mr  Bowlt  and 
David  Thornton  of  Solar  of  France  (UK) 
Ltd  —  a  company  that  recently  celebrated 
its  tenth  birthday  —  about  the  market 
they  have  made  their  livelihood. 

Although  both  men  have  long 
experience  in  the  sunglass  market  their 
careers  are  very  different. 

Mr  Bowlt  started  with  Gay  Designs 
before  they  became  involved  with 
Primetta. 

In  those  days,  he  says,  "It  was  thought 
that  the  best  way  to  get  into  the  market, 
without  spending  massive  amounts  on  an 
advertising  campaign,  was  to  go  into 
department  stores.  We  started  off  giving  a 
low  margin,  but  as  it  became  more 
competitive  over  a  four  to  five  year  period 
the  margins  started  to  go  up  and  up  and 
you  had  to  buy  yourself  a  lot  of  business 
by  offering  both  bigger  discounts  and 
longer  involvement  throughout  the  year. 

"Although  it  was  a  good  way  to  get 
into  the  market  place  and  still  is  a 
successful  way  for  certain  people,  the 
costs  are  very,  very  high.  The  point  of 
making  a  profit  is  very  finely  defined  and 
you  have  to  offer  all  these  benefits  on  the 
risk  it's  going  to  be  a  good  year. 

"I  did,  however,  learn  a  tremendous 
amount  and  I  think  it  was  the  best  training 
I  could  have  had." 

After  a  spell  in  America  as  in-store 
consultant  for  an  East  Coast  based 
company,  Private  Eyes,  Mr  Bowlt 
returned  to  England  and  joined  Polaroid 
for  three  "exceptionally  useful  years". 
Without  that  I  couldn't  have  done  what 
I'm  doing  now,  he  says. 

"I've  had  a  cross  section  of  experience 
right  across  the  business  and  that's  pretty 
unique  in  the  UK.  I  know  of  nobody  else 
who  has  worked  for  the  major 
corporations  and  the  smaller  companies 
and  has  now  branched  out  on  his  own." 

Mr  Bowlt  went  out  on  his  own  last 
March,  at  a  time  when,  he  says,  the  major 
companies  were  losing  direction. 

"I  was  loathe  to  use  my  experience  to 
further  their  cause  and  not  particularly  get 
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any  benefit  from  it.  There  was  an  ideal 
opportunity  to  go  out  and  do  my  own 
thing,  to  put  all  the  experience  I  had  into 
practice  and  benefit  myself  rather  than 
somebody  else. 

"The  market  place  was  ready  for  new 
ideas,  and  we've  seen  by  the  developments 
of  the  past  year  that  there  are  a  lot  of  new 
ideas  around,  but  not  from  the  major 
companies.  I  think  the  market  will  go 
back  to  the  smaller  man. 

"There  are  one  or  two  small  men  who 
have  grown  into  fairly  big  turnover 
companies,  such  as  Solar  and  Gay  Designs 
but  I  don't  really  see  anyone  else  who  has 
got  that  forward  momentum." 

'Success  means  profit' 

"We  now  sell  Vim  units  in  the  UK  which 
probably  puts  us  above  Polaroid  and 
Foster  Grant,"  says  David  Thornton  of 
Solar.  "We're  not  interested  in  the 
number  one  position  and  advertising  it  as 
such,  all  we  want  to  do  is  to  continue  to  be 
a  success  in  selling  our  product,  and 
success  means  profit." 

Solar  was  founded  in  France  in  1947 
by  M.  Beauchef  who  produced  sunglasses 
by  buying  a  frame  here,  a  lens  there  and 
putting  them  together  in  his  dining  room. 

The  company  grew  to  become  one  of 
the  largest  sunglass  manufacturers  in 
Europe,  and  in  1972  when  the  French 
government  introduced  a  scheme  


■We  haven't  got  any  razor  blades  or 
shampoo  to  sell.  All  we've  got  is 
sunglasses  so  we  have  to  make  It  on 
that  product 


financing  export  operations,  they  decided 

to  tackle  the  British  market. 
Mr  Thornton,  having  French 

connections  via  his  wife,  became 

distributor  and  in  1972  took  his  first 

order,  for  £50,  in  a  chemist  shop  in 

Woodford. 

"I  hadn't  the  faintest  idea  about 

sunglasses  then,"  he  says.  "I  knew  the 

name  Polaroid  and  that's  all." 

Nowadays  the  Solar  business  is  split 

almost  equally  into  three.  "We  supply 
Boots  with  several  models  for  their  own 

brand  and  supply  the  House  of  Fraser 
range;  we  have  consultants  in  department 
stores  and  we  have  supplied  independent 
chemists  from  day  one." 

"It  is  difficult  with  one  product  to  call 
and  recall  on  the  chemist.  He  doesn't 
normally  give  a  large  commitment  and 
usually  takes  a  small  pack  to  start  with.  If 
the  sun  shines  he  repeats  the  order,  if  it 
doesn't  he  says  'Phew,  thank  goodness  I 
haven't  got  too  many  sunglasses'. 

"I  think  Christys  have  a  good 
reputation  in  the  trade  and  our  link-up 
with  them  is  an  automatic  solution 
because  there  are  then  17  people  calling  on 
chemists. 

"We  think  we  are  giving  the  largest 
margin  (56  per  cent)  of  any  sunglass 
supplier  and  incidentally  the  chemist  is 
taking  a  larger  margin  than  the 
department  stores  who  have  to  bear  the 
cost  of  consultants  via  reduced  margins. 


'Broken  promises' 

So  how  do  Mr  Bowlt  and  Mr  Thornton  see 
the  market  going? 

"We've  got  to  a  situation  where 
people  have  made  so  many  mistakes  and 
broken  promises  that  the  chemist  is  saying 
'that's  it',"  says  Mr  Bowlt. 

Mr  Thornton  sees  it  differently:  "The 
grassroots  reaction  to  the  sunglass  market 
is  not  cynical  but  it  is  confused  that 
specialist  companies  like  Solar  sell  more 
units  in  the  UK  than  familiar  names. 

."We  haven't  got  any  razor  blades  or 
shampoo  to  sell.  All  we've  got  is 
sunglasses  so  we  have  to  make  it  on  that 
product,  and  in  10  years  we've  built  up  a 
very  profitable  company  —  presumably 
because  we've  supplied  good  products  at 
good  margins." 

Both  men  have  strong  views  on  where 
the  larger  companies  are  going  wrong. 

According  to  Mr  Thornton;  "You 
can't  design  or  choose  a  collection  by 
committee.  The  large  companies, 
unfortunately,  are  buying  18  months 
ahead  of  actual  marketing.  We're  placing 
and  pricing  six  months  before  we  hit 
market. 

"You've  got  to  have  someone  at  the 
head  of  the  company  saying  we'll  have 
that  and  that  and  you've  got  to  have 


that 


expertise.  How  can  you,  from  marketing 
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shampoo  and  razor  blades,  become  an 
expert  in  sunglasses?  It  is  such  a  difficult 
market  and  the  cut  out  of  most  of  the  big 
companies  has  proven  this." 

John  Bowlt  agrees  with  this  and  points 
out  that  the  retail  trade  is  being  very 
careful  this  year  not  to  make  decisions  on 
first  viewing. 

"This  is  a  new  development  to  what 
we've  seen  over  the  past  five  years  when 
the  major  companies  were  pulling 
purchasing  time  forward  by  offering 
bigger  deals.  In  the  chemist  area  they're 
not  allowing  that  to  happen  now.  I  think 
we'll  go  back  to  selling  more  in  January- 
March  for  shipment  in  April. 

"I'd  like  to  see  prices  remain  static  or 
come  down  again.  I  don't  think  we  can 
ever  get  back  to  a  situation  of  increasing 
our  prices  year  in  year  out,  if  we  want  it  to 
remain  a  volume  market." 

Predicting  trends 

As  to  lens  and  frame  trends,  both  men 
again  differ.  Both  expect  the  Corning 
development  of  a  polarising 
photochromic  lens  to  generate  interest 
and  they  both  point  out  that  any  television 
advertising  —  whether  it  be  Schwarzkopf, 
Croptics  or  Corning  —  is  going  to  benefit 
the  market  in  general.  They  feel  however 
that  the  new  Corning  lens  will  only  have  a 
limited  market  appeal  and  Mr  Bowlt 
believes  the  photochromic  market  will 
decline  with  polarised,  CR39  and  poly- 
carbonate lenses  gaining  ground. 


"A  lot  of  people  are  aware 
photochromies  are  heavy  and  don't 
change  as  much  as  expected,  so  the 
underlying  theme  is  going  to  be  diluted 
year  by  year." 

"It's  a  misnomer  that  the  lens  is 
particularly  heavy,"  says  Mr  Thornton. 
"We've  combined  a  Reactolite  Rapide 
lens  with  crylon  frames  and  weight  is  no 
longer  a  problem." 

While  40  per  cent  of  Solar's 
department  store  business  is  in  Reactolite 
Rapide  lenses,  turnover  in  chemists  is  only 
25  per  cent.  Mr  Thornton  explains  that 
the  chemist  tends  to  sell  cheaper 
merchandise  and  to  a  more  female 
market. 

"While  the  male  customer  goes  for 
technology,  the  female  is  out  for  image  — 
if  the  frame  looks  good  the  lens  could  be 
shredded  carrot!" 

Both  men  suggest  plastic 
photochromies  could  be  the  next 
development  but  they  believe  that  until 
the  lens  companies  have  sold  enough  glass 
photochromies  to  cover  development 
costs,  this  new  product  will  not  be  put 
onto  the  market. 

In  frames,  both  anticipate  an  increase 
in  plastics,  especially  for  the  male  market 
which  has  traditionally  been  dominated 
by  metal  styles. 

Harking  back  to  Reactolite  Rapides, 
David  Thornton  believes  that  Chance 
Pilkington  are  "absolutely  correct"  in 
tightening  up  controls.  "If  someone  goes 
to  Taiwan  and  brings  in  1 ,000  dozen  of 


the  cheapest  brass  framed  Reactolite 
Rapide,  of  course  they  can  go  out  at  a 
cheap  price. 

"But  is  it  worth  the  chemist's  while 
selling  something  that  is  going  to  produce 
him  very  little  profit  and  is  below  the 
attainable  price  for  the  product?  I  think  it 
is  questionable  and  if  you  look  at  the 
companies  that  were  involved  in  that  sort 
of  purchasing  and  selling,  I  don't  think 
the  chemist  is  keen  to  deal  with  them 
again. 

"We've  got  to  keep  the  margin  at  a 
correct  level.  There  can't  be  too  many 
other  products  that  offer  a  200  per  cent 
profit  margin  and  a  lot  of  people  turn 
round  and  say  its  too  high  —  it's  not.  It's 
a  seasonal  product,  it's  a  fair  amount  of 
investment  and  there's  a  high  pilferage 
rate  —  all  of  which  has  to  be  taken  into 
account  on  the  margin. 

"Some  companies  rate  the  intelligence 
of  chemists  so  low  by  going  and  saying  Vi 
less  10  per  cent,  less  five  per  cent  if  you 
can  answer  this  question  correctly.  We 
prefer  to  say  56  per  cent  is  real  margin  and 
not  take  this  from  that  and  apply  the 
litmus  test  to  it." 

There  is  however  a  word  of  warning 
from  John  Bowlt  "It  is  the  retailer's 
responsibility  to  sell  to  the  consumer  and  I 
think  that's  where  we've  gone  wrong  over 
the  past  few  years.  The  retailer  has  got  to 
make  the  decision  to  buy  the  product  and 
not  rely  on  SOR  to  send  it  back.  If  he 
comes  back  saying  'it  didn't  sell'  it  is  his 
fault  because  he  didn't  push  it." 


BREAKING  IN  MARCH. 


Sunsensor  XP2.  The  first 
light  sensitive  sunglasses  with 
a  polarizing  filter  for  extra  glare 
protection. 

Just  part  of  the  new 
Sunsensor  range  of  photo- 
chromic sunglasses.  In  a  variety 
of  classically  styled,  quality 
frames. 

With  a  national  launch  on 
TV  in  March  1985,  they're  sure 
to  clear  almost  as  fast  as  they 
darken. 

Contact  your  distributor: 
Addis  Ltd.,  Ware  Rd.,  Hertford. 
0992  54221  or  Gay  Designs  Ltd., 
220A  QueensTownRd.,  London 
SW8.  01-720  9346. 


PUTS  OTHER  SUNGLASS  RANGES 
IN  THE  SHADE. 
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SUNGLASSES 


ochromic 
—  from  sand . . . 


Twenty  five  years  ago  the  Chance 
Pilkington  factory  was  established  at  St 
Asaph,  Clywd  and  over  the  years  the 
company  has  become  one  of  the  largest 
producers  of  optical  and  ophthalmic 
glass.  During  the  early  '70s  the  company 
developed  Reactolite  Rapide 
photochromic  glass  and  for  this  they 
received  the  Queen's  Award  for  technical 
innovation  in  1979. 

Nowadays,  they  say,  one  in  20 
spectacle  wearers  use  Reactolite  Rapide 
lenses  and  90  per  cent  of  photochromic 
sunglasses  sold  in  the  past  year  in  the  UK 
had  Reactolite  Rapide  lenses. 

The  following  photo-feature  traces  the 
production  process  for  Reactolite  Rapide 


sunglasses  from  the  mixing  of  raw 
materials  through  to  the  final  ready-to- 
wear  fashion  accessory. 

Sand  is  the  major  constituent  of 
Reactolite  Rapide  photochromic  glass  (1). 
The  various  constituents  are  selected  and 
weighed  by  a  computerised  operation  and 
then  mixed  to  form  the  "batch".  This 
then  is  fed  into  furnaces  (2)  and  melted  at 
temperatures  of  up  to  1,600°C. 

Molten  glass  is  fed  from  the  furnace  to 
a  forming  machine  which  produces  the 
required  shape  for  a  lens  blank  (3). 
Reactolite  Rapide  is  given  its 
photochromic  properties  by  the  V 
incorporation  of  silver  halide  crystals  (4).  1 
The  glass  blanks  are  then  "annealed"  in  a 


► 

3 
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lehr,  which  relieves  stresses  in  the  formed 
glass  by  controlled  cooling. 

Regular  quality  control  checks  are 
made  throughout  the  manufacturing 
process.  This  equipment  (5)  is  used  to 
make  frequent  checks  on  the 
photochromic  properties  of  Reactolite 
Rapide  samples,  to  ensure  that  each  batch 
meets  very  strict  tolerances. 

The  glass  is  distributed  from  Chance 
Pilkington's  St  Asaph  factory  to  lens 
processors  all  over  the  world  (6). 

At  Birch-Stigmat  in  Kent, 
photochromic  lens  blanks  are  ground  and 
then  polished,  to  high  optical  quality  (7). 
Frame  designs  are  finalised  for  each 
season's  collection  of  sunglasses  (8)  and 
frame  and  lens  come  together  to  make  the 
finished  product  (9). 

At  the  end  of  the  line  —  one  pair  of 
Reactolite  Rapide  sunglasses  —  claimed  to 
be  the  world's  fastest  reacting 
photochromic  lenses  (10).  i 
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HANGED  IN  TWENTY  YEARS 


SUNGLASSES 


it 


the 


Coming  have  introduced  the  Sunsensor 
XP2  lens  (£24.95)  which  combines  both 
photochrome  and  polarising  properties. 
For  1983  the  range  will  be  marketed  only 
in  the  UK.  A  national  television  campaign 
will  run  from  March  through  to  May. 

Also  available  will  be  a  collection  of 
photochromic  sunglasses  featuring  12  new 
lenses  (£7.99-£14.99)  ranging  from  light 
and  dark  full  tints  through  to  fashion 
gradients  and  there  is  a  Sunsensor  High 
Contrast  range  (£15.99)  which  are  said  to 
be  ideal  for  drivers  and  sportsmen, 
providing  sharper  definition  of  details 
while  dramatically  cutting  glare. 

Philippe  James,  sales  and  marketing 
manager  for  Sunsensor  by  Corning,  says: 
"The  market  is  ripe  for  such  product 
innovation.  If  consumer  spending  picks 
up  next  year  —  which  we  believe  it  will  — 
the  first  company  to  offer  something  new 
stands  to  gain  the  most.  We  have  that 
something!  We  plan  to  win  eight  per  cent 
of  the  market  in  our  first  year  and  to  be 
market  leader  by  1985." 

Corning  are  using  Addis  to  develop 


the  chemist  trade  and  Gay  Designs,  the 
department  stores.  Both  company's 
report  positive  and  enthusiastic  trade 
reaction.  The  sell-in,  which  began  in  early 
October  has  gone  "really  very  well 
indeed"  says  Harry  Solly,  Addis 
marketing  director,  and,  according  to 
Peter  Lewis  of  Gay  Designs,  "Our 
customers  are  obviously  delighted  to  be 
offered  a  middle-to-top  priced  product 


range  which  is  going  to  be  marketed 
seriously.  With  a  striking  television 
campaign,  strong  POS  material,  serious, 
high  quality  new  products,  answering  all 
consumer  expectations  and  with  the 
backing  of  Corning,  the  Sunsensor  brand 
is  certainly  going  to  be  an  exciting  and 
strong  force  in  the  marketplace  for  1983 
and  beyond."  Addis  Ltd,  Brushworks, 
Hertford. 


The  1983  sell-in  for  Samco  by 
Mazzucchelli  is  significantly  up  compared 
with  last  year,  says  the  company.  With  the 
acquisition  by  Addis  of  the  sole  rights  to 
the  range  prices  have  been  reduced 
"because  with  the  new  operation  certain 
margins  are  no  longer  in  the  way." 

The  1983  range  comprises  over  100 
styles  (Vi  are  carry-through).  The  fashion 
range  starts  at  £5.99  rising  to  £9.99  and 
includes  around  50  styles  in  acetate,  light 
metal,  fashioned  metal  and  flexiframes 
featuring  polarised  and  CR39  lenses. 

Photochromies  (£7.99-£12.99)  feature 
high  fashion  gradient  tints  in  acetate, 
super  metal  and  lightweight  rimless  metal 
frames  while  the  clip-on  styles 
(£2.99-£13.99)  include  polarised,  flip  up 
polarised  and  lightweight  rimless 
Reactolite  Rapide.  Addis  have  also 
launched  the  Spalding  range  of  sporting 
sunglasses  (£8.99)  which  includes  the 
Spalding  Foldaways.  These  come  in  matt 
acetate  or  flexiframes. 

Comments  procurement  agent  Rod 
Lane:  "The  1983  Samco  range  offers 
something  for  everyone,  which  is  exactly 
what  the  chemist  wants.  At  one  end  we 
have  an  outrageous  selection  of  funglasses 
(£2.99)  —  the  ideal  impulse  purchase  — 
and  cheerful  children's  styles 
(£0.45-£0.99).  At  the  other  end  we  have  a 


really  comprehensive  fashion  collection, 
featuring  all  the  key  1983  trends,  as  well  as 
the  functional  Spalding  leisure  glasses. 

"With  exciting  new  trends  —  such  as 
the  new  lenses  from  Coming's  Sunsensor 
collections  and  lightweight  'flexiframe' 
materials  —  we  are  providing  a  genuine 
reason  for  buying  a  pair  of  sunglasses." 
Addis  Ltd,  Brushworks,  Herts. 


From  the  Mazzucchelli  range  the  girl  is 
wearing  a  frosted  frame  in  either 
apricot  or  aquamarine  (£8.99)  and  the 
boy,  tortoiseshell  frames  (£7.99) 


Reactolite  Rapides  with  nickle  silver  or 
acrylic  frames  (£13.95  and  £8.95 
respectively)  are  one  addition  to  the  1983 
Marby  range.  Other  additions  include 
three  metal  framed  children's  models,  five 
graduated  and  10  polarised  models,  a 
range  of  24  crylon  models  (£8.95)  and,  in 
the  new  Zodiac  range,  12  (£6.95)  rimless 
graduated  models  with  a  hand  painted 
rhinestone  Zodiac  sign  on  the  left  lens. 

In  all,  the  1983  range  comprises  over 
200  models  encompassing  Reactolite, 
graduated,  polarised  and  mirror  lenses 
together  with  sports,  clip-on  and 
children's  ranges.  Display  stands  holding 
four,  six  and  thirteen  dozen  assorted  pairs 
are  available.  Marby  Lloyd  Ltd,  16 
Midland  Terrace,  Fishponds,  Bristol. 

L.  Braun  (Solabra)  Ltd  have  re-entered 
the  sunglass  market  with  the  Sunburst 
range.  The  company  used  to  market  the 
Solabra  range  but  withdrew  12  months  ago. 

Package  deals  of  6,  12  and  24  dozen, 
supplied  with  counter  and  floor  stands 
free  of  charge,  are  available  with  clip-on 
and  metal  framed  polarised  models; 
Reactolite  Rapide  come  in  displays  of  two 
dozen  and  one  and  two  dozen  counter 
display  units  of  plastic  framed  sunglasses 
are  also  available.  L.  Braun  (Solabra)  Ltd, 
The  Camp,  nr  Stroud,  Gloucestershire. 
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Croptics  promise  that  a  television  advertising  campaign  running 
from  the  end  of  May  through  to  August,  will  support  Le  Specs 
(£9.98)  during  1983.  The  collection,  comprising  16  models  in  4 
colours  with  a  choice  of  full  colour  or  gradient  lenses,  is  covered 
by  a  five  year  guarantee. 

Reactolite  Rapide  (£8.62),  Sunsensor  (£5. 17),  polarised 
(£3.42),  super  rimless  (£2.87)  and  Meta  Ray  (£1 .84)  ranges  are 
available  as  are  a  selection  of  counter  and  floor  stands  and  new 
for  1983  are  both  an  Italian  designer  range  by  Emilio  Belli 
(£41.40)  and  a  Sports  Drivers  range  (£38.81)  which  carries  a  five 
year  guarantee.  All  sunglasses  can  be  purchased  individually  and 
there  is  a  72-piece  inflation  beater  pack  comprising  assorted 
sunglasses  (£125.20  +  VAT).  Croptics  Ltd,  Crofton  House,  120 
Col  indole  A  venue,  London  NW9  5HF. 

Olive  say  they  have  gone  for  simplicity  in  their  1983  sunglass 
collection  with  prices  for  the  adult  styles  ranging  from 
£0.99-£8.25. 

Plastic  and  metal  framed  models  are  available  with 
Sunsensor  /  Sunsitive  photochromic  lenses  (£5.75)  and  there  is 
an  assortment  of  metal  frames  with  Reactolite  Rapide  Grey  70 
photochromic  lenses  (£8.25).  Polarised  clip-ons  and  flip-clips 
(£1 .99)  come  supplied  in  tear-off  packs  of  six  and  in  packs  of  12 
and  24  respectively  are  the  Super  Sunnies  and  Sunnies 
protection  goggles  (£1 .99  and  £0.65).  For  the  children,  there  are 
assorted  shapes  and  colours  with  shatterproof  lenses  (£0.29), 
presented  on  a  display  card  of  one  dozen. 

Available  in  assorted  boxes  of  one  dozen  are  the  following 
adult  styles:  plastic  frames  with  shatterproof  lenses  (£0.99), 
metal  frames  with  polarised  lenses  (£3.25),  acrylic  gradient 
lenses  (£2.75)  mirror  lenses  (£2.25)  and  impact  resistant  glass 
lenses  (£1 .99).  All  lenses  apart  from  the  shatterproof  and 
mirrors  are  smoke  /  tan.  Olive  (Chemist  Sundries)  Ltd,  Olive 
House,  70  Orpington  Road,  London  N21. 

Autoglaze  say  they  will  again  be  offering  a  wide  selection  of 
sunglasses  and  clipovers  which,  as  in  previous  years,  will  include 
several  new  lines. 

These  include  several  models  in  bronze,  blue  and  gunmetal 
grey  metallic  finishes  as  well  as  the  more  traditional  gold,  silver 
and  black.  The  five  Reactolite  Rapide  lenses  are  available  and, 
in  certain  models,  a  choice  between  the  various  pre-tints  is 
offered. 

Probably  the  most  interesting  new  models  will  be  the 
gradient  Rapides  and  Autoglaze  will  also  be  introducing  the 
semi-rimless  Rapide  sunglass  with  both  aviator  or  quadra  lenses. 
Autoglaze  Optical  Co  Ltd,  Silchester  Mews,  St  Leonards-on- 
Sea,  East  Sussex. 


Anticipating  the  increased  demand  for  plastic  frames  to 
continue,  Titcomb  have  included  24  models  with  Reactolite 
Rapide  lenses  (£5.25-£6.95),  26  with  CR39  gradient  lenses, 
including  flexlite  models  (£1 .95-£4.50),  and  21  with  polarised 
lenses  (£1 .50-£2.95).  Metal  styles  are  available  with  Reactolite, 
XDF  photochromic,  gradient  and  monochrome  CR39, 
polarised,  mirror,  acrylic  gradient  and  monochrome  glass  lenses 
(£0.95-£7.95).  Gradient  Reactolite  Rapide  are  available  for  the 
first  time  (£7.95). 

Clip-overs  (£0.65-£5.95)  and  children's  glasses  (£0.20-£l  .05) 
are  included  in  the  collection  and  the  floor,  counter  and  window 
display  stands  can  be  tailored  to  individual  outlets.  Titcomb 
Fashion  Sunglasses,  24  Hum  Road,  Christchurch,  Dorset  BH23 
2RN. 


Reactolite  Rapide  lenses  (£8.95-£l  1 .95)  featured  in  22  of  the 
frames  included  in  the  Birch  Concorde  range.  Also  available  are 
eight  plastic  styles  with  gradient  CR39  lenses  (£6.95)  and  seven 
metal  frames  with  acrylic  lenses  including  three  rimless  models 
(£6.95-£8.95).  Two  sports  specs  come  in  a  choice  of  Reactolite 
Rapide,  polycarbonate  or  polarised  lenses. 

For  display  there  are  12-piece  and  48-piece  counter  stands 
and  a  72-piece  floor  stand.  Three  packs  for  each  stand  contain 
photochromies  (three  dozen,  trade  price  £246.84;  five  dozen, 
£410.04  and  10  dozen,  £820.08)  fashion  (£178.68,  £299.80  and 
£599.60  respectively)  and  an  assortment  of  photochromies  and 
fashion  (£208.74,  £345.90  and  £691 .80).  Birch-Stigmat  Group 
Ltd,  North  Farm  Estate,  Tunbridge  Wells,  Kent  TN2  3EL. 
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BlueChip 

deals 
are  in  the 
Folio. 


A  sparkling  range  of  over  200  sunglasses 
with  price  tags  from  28p  to  £2Q. 

Here's  a  'short  term  security'  you  just 
cannot  afford  to  miss. 

The  complete  illustrated  range  and  price 
list  is  in 
the  Marby 
Folio. 


Marby  Lloyd  Limited,  16/20  Midland  Terrace, 
-ishponds,  Bristol  BS10         Tel:  (0272)  650262  &  oSQooQ. 
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The  Foster  Grant  range  for  1983, 
marketed  and  distributed  by 
Schwarzkopf,  consists  of  80  different 
styles,  covering  nine  different  price  points 
from  £3.95  to  £13.50.  Over  one-third  of 
the  range  is  new,  says  the  company,  and 
the  range  has  been  streamlined  into  ten 
clearly  defined  collections,  each  with  a 
specific  theme  and  price  point.  At  the 
lower  end  of  the  price  scale  (£3.95)  there 
are  polarised  clip-ons  and  at  (£4.95)  Clip 
'n'  Flips  which  have  both  polarised  and 
gradient  lenses,  FG  Shapers  (£6.95)  and 
FG  Stylers  (£7.95)  both  have  polarised 
and  gradient  lenses  and  include  plastic 
and  metal  frames. 

FG  Flexis  are  said  to  be  virtually 
unbreakable.  Made  from  Crylon,  they 
have  ultra-lightweight  frames  for  extra 
comfort  and  are  priced  at  (£8.95).  At  the 
same  price  point  are  FG  Sunsetters,  a 
range  of  metal-framed  glasses  with 
gradient  lenses. 

Three  collections  in  the  higher  price 
bracket  are  FG  Continentals  (£9.95),  FG 
Designer  Collection  (£1 1 .50)  and  FG 
Classics  (£13.50).  The  first  two  are  both 
high-fashron  ranges  with  a  choice  of 
polarised  CR39,  gradient  or 
photochromic  lenses  while  FG  Classics 
come  with  Reactolite  Rapide  lenses.  There 
is  also  a  new  range  of  sporting  sunglasses 
-  FG  Sportables  (£11.50). 

The  smallest  display  unit  will  carry  12 
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pairs  and  there  are  three  other  units  which 
accommodate  27,  50  and  100  pairs.  Each 
unit  will  come  fully  loaded  and  back-up 
stock  is  available.  The  header  cards  show 
the  different  lens  types  with  a  brief  written 
description,  to  aid  customer  selection. 

In  addition,  there  are  three  new 
display  units  —  one  a  counter  display  unit 
which  holds  the  FG  Sportables  range.  The 
second  unit,  which  is  also  free-standing, 
holds  six  pairs  of  Clip  and  Flip  and  the 
third  will  hold  18  assorted  pairs  of  glasses. 
□  The  range  will  be  on  display  until 
January  27  at  the  Moat  House  Hotel, 
Bournemouth.  Schwarzkopf  Ltd,  Penn 
Lane,  Aylesbury,  Bucks. 


Linda  Farrow  say  they  have  90  styles  in 
their  collection  (in  the  October 
supplement  the  figure  given  by  the 
company  was  108).  Of  these  60  per  cent 
are  plastic  .  Lenses  available  include 
Reactolite  Rapide,  CR39  polarised  and 
Sunsensor.  The  green  tinted  Reactolite 
Rapide  lens  is  included  in  the  collection 
for  the  first  time  and  the  five 
merchandising  stands  available  hold  from 
6  to  84  styles.  Prices  range  from  £2.99  to 
£19  although  some  80  per  cent  of  the 
models  retail  at  £8.99  or  less. 

The  company  predicts  that  the 
forthcoming  season  will  result  in  a  decline 
in  demand  for  photochromies  as  retailers 
find  they  are  unable  to  compete  in  price- 


cutting  and  can  make  greater  profits  on 
CR39  and  acrylic  models.  Linda  Farrow, 
51  Calthorpe  Street,  London  WCL 

Polaroid  have  built  their  collection 
around  the  polarised  lens.  Of  the  128 
models  available  77  have  polarised  lenses, 
17  photochromies,  11  CR39,  17  acrylic,  4 
polycarbonate  and  2  UV96. 

Small  parcels  will  again  be  available  — 
four  of  the  eight  being  described  as  special 
chemist  ranges.  They  are  a  two  dozen  clip- 
on  pack  (srp  including  VAT,  £127.76; 
trade  price  less  10  per  cent  £66.65),  a  two 
dozen  polarising  pack  (srp  including 
VAT,  £184.76;  trade  £96.40),  a  three 
dozen  metal  pack  /srp  £267.64;  trade 
£139.64)  and  a  three  dozen  starter  pack 
(srp  £262.64;  trade  £137.03). 

Two  new  round  stands  —  a  36-piece 
counter  unit  and  a  120-piece  illuminated 
floor  stand  have  been  introduced.  A 
50-piece  and  100-piece  illuminated  stand 
are  available  in  the  usual  square  design 
and  there  are  two  specialist  stands  —  a 
photochromic  stand  holds  16  models  and 
a  clip-on  stand  eight  models. 

Polaroid  are  re-introducing  the  sunglass 
consultant  training  scheme  awarding 
applicants  a  certificate  and  a  free  pair  of 
sunglasses.  In  February  an  eight-page 
trade  magazine  will  be  distributed  to 
stockists.  Polaroid  (UK)  Ltd,  Ashley 
Road,  St  Albans,  Herts  AL1  5PR. 

Lessar  Brothers  feel  that  for  1983  neat 
styles,  interesting  shapes  and  lightweight 
frames  will  be  the  main  fashion  features, 
although  the  "brash  sporty  look"  will 
also  have  a  strong  influence. 

The  range,  comprising  some  80  styles 
(£3  95-£14.95)  includes  Reactolite  Rapide, 
Zeiss  Umbral,  CR39,  CR  gradutints  and 
Pol-rama.  A  standard  range  of  10 
gradient  Rapides  with  Grey  90  lenses  is 
available.  The  company  notes:  "There 
has  been  some  talk  that  Reactolite 
Rapides  and  photochromies  in  general  will 
be  a  falling  market.  In  fact,  what  has 
happened  is,  that  many  of  the  bogus 
Rapides  have  now  been  eliminated  from 
the  market."  Solarite  believe  that  genuine 
Reactolite  Rapides  will  enjoy  better  sales. 

And  they  continue:  "Retail 
pharmacies  are  likely  to  hold  their  share 
of  the  market  in  1983,  as  there  has  been 
some  evidence  of  a  decline  in  department 
stores  and  non-traditional  outlets." 

Parcel  sizes  start  at  £100  rising  to 
£1 ,400  for  an  illuminated  96-piece  floor 
unit  A  24-piece  counter  unit  comes 
supplied  with  £200  stock,  a  42-piece  with 
£450  of  stock  and  a  96-piece  non- 
illuminated  floor  unit  with  stock  worth 
£1  000.  POS  material  has  been  improved, 
says  the  company,  and  door  and  cabinet 
stickers  will  be  available.  Lessar  Brothers 
Ltd,  Hylton  Street,  Birmingham 
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The  Thomas  Christy  salesforce  are  now 
acting  as  distributors  for  the  Solar 
sunglasses.  This  follows  a  trial  run  last 
season  with  a  48-piece  parcel. 

In  the  forthcoming  season  three 
parcels  will  be  available  for  the  retail 
chemist  in  assortments  of  48,  60  and  120. 
Display  stands  will  be  supplied  and  there 
are  four  back-up  packs  containing  12 
Reactolite  Rapide,  12  polarised,  12  metal- 
fashion  CR39  and  12  plastic-fashion 
CR39.  An  assorted  pack  of  24  over-clips 
also  comes  with  a  display  stand.  The 
company  is  also  introducing  a  Vidal 
Sassoon  range  of  foldaway  sunglasses. 
The  five  styles  (£9.95)  have  gradient  CR39 
lenses  and  crylon  frames. 

Prices  for  all  styles  are  under  £10 


except  Reactolites  which  retail  at  £14.50. 

In  the  Nina  Ricci  range  there  are  19 
models  (nine  of  them  new),  all  bearing  the 
distinctive  motif  (£57-£l  17)  and  two  new 
styles  are  included  in  the  seven  model 
Paola  Belle  range  (£29). 

The  Rochas  collection,  with  optical 
quality  CR39  lenses  has  been  extended  to 
14  styles  for  1983  (£69-£129)  and  Solar  will 
again  be  offering  Emanuel  sunglasses. 
There  are  seven  styles  retailing  between 
£39-£47. 

Display  stands,  to  take  from  ten  to  192 
pairs  of  sunglasses  are  available  as  are  full 
colour  brochures  and  display  material  on 
the  individual  ranges.  Solar,  Fashion  from 
France  Ltd,  154  Queens  Road,  Buckhurst 
Hill,  Essex. 


Jackel  say  they  are  committed  to  "a 
positive  promotional  programme  during 
1983."  We  have  never  entered  the 
dumping  foray,  they  say,  recognising 
instead  the  need  for  "a  realistic  and 
competitive  pricing  policy." 

The  Sunbrella  range  comes  with  five 
price  points  (£2.99-£9.99)  and  includes 
polarised,  impact-resistant,  gradient, 
rimless,  photochromic  and  Rapide  lenses. 
For  display,  floor  and  counter  units 
together  with  pre-packed  cards  are 
available  and  the  retailer  is  able  to  choose 
either  a  pre-selected  parcel  or  make  one 
up  to  suit  his  individual  requirements. 

The  Correna  range  (£5.50-£14.95)  will 
be  price  promoted  with  one-third  off 
marked  rsp.  Stands  and  headercards  are 

Alfred  Franks  &  Bartlett  are  expanding 
the  Bartex  range  to  include  the  flexiframe 
unbreakable  available  in  a  wide  range  of 
colours  and  frames  (£4.99),  wraparound 
unisex  glasses  (right)  available  in  two  sizes 
and  assorted  colours  (£2.30)  and  plastic 
frames  have  been  added  to  the  Reactolite 
Rapide  range  (£7.99).  Alfred  Franks  & 
Bartlett  Co  Ltd,  Bartex  House,  167 
Freston  Road.  London  WW  6TH. 


available  and  the  company  will  be 
continuing  the  Sunshine  Club  incentive 
scheme. 

Asked  if  Jackel  are  staying  in  the 
market,  Brian  Boyce,  managing  director 
says:  "The  sunglass  market  has  not  been 
very  bouyant  over  the  past  few  seasons 
and  like  all  areas  of  our  business  will  be 
reviewed  at  the  end  of  1983.  This  does  not 
mean  we  are  opting  out  of  the  market,  in 
fact  on  the  contrary,  I  would  hope  that 
our  very  positive  promotional  programme 
is  indicative  of  our  stong  commitment  to 
the  retailer  in  this  area."  Jackel 
International  (UK)  Ltd,  Kitty  Brewster 
Estate,  Blyth,  Northumberland  NE24 
4RG. 


The  first  Shades  collection  comprises  43 
models  and  1 1 1  variations.  Over  half  the 
models  are  priced  £7.99  and  below.  The 
French  and  Italian  fashion  frames  are  in 
the  £8.99-£10.99  price  bracket,  at  £11 .99 
are  Reactolite  Rapides  with  English  metal 
frames  and  £12.99  Reactolite  Rapides 
with  Italian  plastic  frames. 

Believing  many  manufacturers  have 
ignored  the  clip  area,  the  company  is 
introducing  a  range  of  polarising  clip-ons 
(£3.45)  and  flip-ups  (£3.95)  in  six  styles 
and  with  12  variations.  They  will  be 
available  in  an  assorted  pack  of  three 


dozen  (trade  price  £70.05)  supplied  with  a 
display  for  eight  units.  A  two-dozen 
assorted  pre-pack  without  display  is 
available  for  the  photochromic  range 
(trade  £156.47). 

Other  "chemist"  packs  are  a  four 
dozen  pack  of  the  £4.99-£7.99  price 
bracket  models  (£179.32),  a  middle  range 
eight  dozen  pack  (£6.99-£10.99,  trade 
£437.46)  and  a  14  dozen  pack  featuring 
the  full  range  (£795.70).  Shades 
International,  PO  Box  17,  Leighton 
Buzzard,  Beds LU7  7HN. 


Research  for  Chance  Pilkington  shows 
that  26  per  cent  of  all  sunglass  wearers 
purchased  a  new  pair  in  Summer.  And 
1982  proved  to  be  the  best  season  for 
several  years,  they  say,  thanks  to  frequent 
periods  of  prolonged  sunshine.  Total  sales 
are  estimated  to  have  exceeded  5m  pairs. 

Sunglass  buying  patterns  were  covered 
by  the  same  survey  and  indicate  that  34 
per  cent  were  purchased  from  chemist's 
outlets,  16  per  cent  from  departmental 
stores  and  6  per  cent  from  opticians. 
Another  15  per  cent  were  purchased  from 
mail  order  catalogues  and  some  6  per  cent 
were  bought  off  the  page  through  mail 
order  special  offers. 

And  the  company  claims  that,  thanks 
to  their  continuous  television  campaign 
throughout  the  Summer,  29  per  cent  of 
sunglass  purchasers  chose  Reactolite 
Rapide  photochromic  lenses  which 
"accounted  for  more  than  90  per  cent  of 
all  photochromies  sold,  with  the  next 
most  popular  brand  taking  only  a  6  per 
cent  share." 

To  maintain  standards  Chance 
Pilkington  are  introducing  new  measures 
to  control  the  use  of  its  Reactolite  Rapide 
cling  stickers  and  hang  tags.  In  future,  this 
material  will  only  be  released  in  quantities 
which  correspond  with  the  numbers  of 
pairs  of  sunglasses  incorporating  the 
product,  ordered  by  individual  importers. 
And,  before  doing  so,  Chance  Pilkington 
will  inspect  lenses,  frames  and  finished 
sunglasses  to  ensure  that  genuine 
Reactolite  Rapide  photochromic  glass  has 
been  used  and  processed  correctly. 
Chance  Pilkington  Ltd,  St  Asaph,  Ctwyd, 
North  Wales  LL17  0LL. 


Oliver  Goldsmith  will  be  offering  more 
than  26  designer  brands  for  1983.  Acting 
as  a  manufacturer  and  distributor,  this 
company  is  able  to  offer  "a  fast  service 
covering  all  types  of  sunglasses".  Prices 
range  from  £5.50  to  £130.  The  retail 
chemist  does  not  have  to  buy  any  quantity 
but  only  what  he  requires  says  the 
company.  "In  this  way  a  retailer  can  offer 
serveral  well  known  designer  sunglasses 
without  carrying  large  stocks.  No  other 
distributor  carries  such  a  vast  range." 

In  the  Oliver  Goldsmith  collection 
there  will  be  18  British  made  sunglasses 
fitted  with  CR39  safety  lenses,  or 
Reactolite  Rapide  lenses  in  pre-tint  grey, 
brown,  amber,  blue  and  green  (£30-£45). 

Other  brands  available  include  Rally 
Design  folding  sunglasses,  Ray-Ban,  Guy 
Laroche,  Brigitte  Bardot,  Christian  Dior, 
Dunhill  and  Playboy.  Catalogues  are 
available  from  P.  Oliver  Goldsmith  Ltd, 
18  Station  Close,  Potters  Bar,  Herts. 


TITCOMB  FASHION  SUNGLASSES 


A  SUNGLASS  SERVICE  THAT  ONLY 
A  FAMILY  BUSINESS  CAN  GIVE. 

Our  1983  illustrated  trade  price 
list  will  be  sent  on  request 


Titcomb  Fashion  Sunglasses 
24  Hum  Road, 

Christchurch.  Dorset  BH23  2RN. 
Tel:  Christchurch  483252 
(S.T.D.  0202  483252) 
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An  important 
announcement  to 
anyone  with  an 
eye  for  figures. 

Foster  Grant  sunglasses  are  now  distributed  by 
Schwarzkopf  which  means  a  bright  outlook  for  profits, 
and  a  new  standard  of  professionalism  in  the  marketing 
and  selling  of  sunglasses. 

For  1983  we  have  produced  a  superb  range  ot  80 
different  styles  across  nine  popular  price  points.  And  the 
collection  is  supported  by  an  excellent  choice  of  merchan- 
dising material,  plus  promotional  packages  to  suit  every 

size  of  outlet.  1 
We're  sure  you  will  find  our  sales-team  extremely 

helpful.  And  our  promotional  support  considerably  more 

extensive  than  most. 

So  if  you'd  like  to  see  the  new  range,  and  a  little 

more  of  the  lady  on  the  right,  look  out  for  the  FG  '83 

brochure,  from  Schwarzkopf. 

Schwarzkopf  J 


SUNT  AN  MARKET 


ys  are 


•  •  • 


Sun 

Every  year,  from  Boxing  Day  onwards,  television  _ 
advertising  is  dominated  by  holiday  companies  selling 
their  various  package  deals.  So  with  an  atmosphere  set 
of  sun,  sea  and  sand  now  is  the  opportune  time  for  C&D 
to  take  its  traditional  look  at  the  sun  preps  market. 


Before  launching  into  the  various 
brandshare  claims  and  counter-claims  a 
few  interesting  facts  have  come  to  light 
courtesy  of  Plough  UK.  Did  you  know, 
for  instance,  that  housewives  are 
responsible  for  75  per  cent  of  all  sun  prep 
purchases?  And  while  only  10  per  cent  of 
husbands  purchase  a  tube,  bottle  or  pot, 
58  per  cent  admit  to  using  it. 

Women  enjoy  sunbathing  more  than 
men,  which  is  not  really  a  surprise,  but  the 
figures  show  it  is  the  35-44  age  group  who 
take  the  opportunity  to  soak  up  the  sun 
more  so  than  the  16-34  age  group  (the 
reason  for  this  being  the  post-war 
generation  are  hitting  the  "great  divide" 
and  are  now  more  likely  to  fall  in  the  older 
age  category). 

Plough  also  found  that  the  15  per  cent 
of  the  population  who  take  their  holidays 
abroad  are  actually  responsible  for  over 
half  of  all  the  sunprep  purchases  and  they 
found  that  49  per  cent  of  all  sun  preps 
were  sold  in  May  and  June. 

Looking  at  the  past  season,  the 
Meterological  Office  told  C&D  that  from 
March  through  to  September  the  British 
public  basked  in  over  1 ,250  hours  of 
sunshine  —  an  improvement  on  recent 
years.  Estimates  for  market  size  vary  from 
£20-£22m  while  Nielsen  report  that  the 
sun  prep  market  (excluding  Boots  and 
including  Woolworth)  for  the  year  ending 
November  1  stood  at  £9m. 

Market  upset? 

One  discernible  trend  was  the  sizeable 
share  of  the  market  Avon  was  able  to 
carve  in  1982.  Says  Sally  Ayling  of 
Chefaro  Proprietaries;  "Avon  have  two 
advantages  in  times  of  recession.  When 
they  promote,  the  prices  are  very 
competitive  and,  also,  the  salesforce  goes 
up  in  leaps  and  bounds  because  the  ladies 
work  on  a  commission  basis  and  are 
looking  to  boost  the  family  budget. 

"Their  sell-in  is  also  that  much  earlier, 
probably  March-April  time  which  takes 
consumers  out  of  the  May-June  retail 
market.  You  can't  really  say  it  is  the  fault 
of  the  retail  companies  for  not  having 
made  the  effort  but  I  think  we  will  see  a 
lot  more  effort  to  keep  sales  in  the  retail 
sector." 
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Plough  believes  Avon  will  always  be  in 
the  market  at  around  the  10  per  cent 
mark.  "It  is  something  one  has  to  live 
with.  We  have  no  way  of  fighting  them, 
they  are  a  totally  different  type  of 
distribution." 

And  Bernard  Gunther  of  L'Oreal 
suggests  this  growth  could  threaten  some 
of  the  smaller  brands.  He  advises  the 
chemist  to  display  effectively  and  have  sun 
preps  on  show  in  time  for  Easter. 

"  If  the  chemist  supports  the  major 
brands  and  displays  early,  risks  to  his 
business  can  be  minimised.  The  keynote 
of  our  1983  campaign  will  be  display. 

"Following  on  from  last  year's  success 
we  have  developed  the  Ambre  Solaire  sun 
centre  _  a  new  range  of  display  material 
tailored  for  both  larger  and  smaller 
outlets." 

Several  companies  point  to  the  success 
of  Boots  and  the  concerted  effort  they  put 
in  each  season  as  a  good  example  of  how 
to  display  and  profit  from  the  sun  preps 
market,  although  they  do  recognise  that 
for  many  independents  it  would  be 
impractical  to  stock  so  many  brands. 

Trends  aside,  Ambre  Solaire 
managed,  "yet  again,  to  present  itself  as 
absolute  brand  leader  with  a  32  per  cent 
share  of  the  market"  says  Mr  Gunther. 
"The  other  brands  all  came  on  strong 
shouting  they  were  going  to  achieve 
enormous  positions,  toppling  Ambre 
Solaire  and,  of  course,  in  the  cold  light  of 
day  they  didn't." 

Plough,  who  market  Coppertone, 
appear  to  be  less  exuberant  this  year.  In 
last  year's  C&D  feature  they  were  in  an 
optimistic  frame  of  mind:  "Now  is  the 
time  for  us  to  make  our  major  plug.  It's 
not  going  to  be  easy.  Ambre  Solaire  is  a 
very  strong  competitor  with  a  good 
product  range  but  we  belive  we  can 
achieve  brand  leadership  in  the  UK  and 
would  like  to  succeed  in  1982." 

One  year  on  they  are  not  so  bullish: 
"The  number  one  position  is  not  an 
immediate  objective  because  Ambre 
Solaire  won't  be  knocked  off  that  fast." 

And  Ambre  Solaire  are  aware  of  this: 
"What  we  are  saying  to  the  trade  this  year 
is  'If  you  take  a  chance  by  not  stocking 
Ambre  Solaire  then  you  are  going  to  lose 


L  'Oreal  are  concentrating  on  display 
this  year  and  have  introduced  this 
Ambre  Solaire  sun  centre  counter  unit 


profit  because  we  have  the  biggest  volume 
sale  and  that  no-one  can  deny.'  No 
amount  of  tub-thumping  on  the  part  of 
our  competition  is  going  to  produce  any 
more  profit  for  the  retailer. 

"We  don't  ask  people  to  buy 
enormous  packages  and  we  will  be 
maintaining  the  same  form  of  end-of- 
season  agreement  —  we  are  the  biggest 
brand,  we  don't  need  to  offer  a  full 
guarantee  on  stock." 

And  for  1983,  L'Oreal  will  be 
introducing  a  new  aftersun  milk  lotion 
which  will  be  featured  on  a  specific 
promotional  unit  as  well  as  the  main  unit. 

Says  Mr  Gunther,  "We  don't  believe 
we  can  improve  on  our  filter  products  and 
feel  we  can  make  the  most  significant 
improvement  by  offering  a  new 
dimension  of  product  development  in 
aftersun  milk." 

The  company  believes  there  is  a  great 
scope  to  develop  this  market  beyond  its 
present  2m  units  and  has  added  both  a 
new  formulation  and  350ml  bottle  size 
(£4.50)  to  join  the  existing  1 10  and  90ml 
sizes.  The  new  formulation  does  not 
contain  alcohol  which,  although 
traditionally  used  for  its  cooling 
properties  tends  to  dry  the  skin,  they  say. 
A  special  aftersun  POS  unit  will  carry  the 
range  which  will  also  be  included  on  the 
main  unit. 

Promotional  plans  have  not  yet  been 
finalised  but  they  are  able  to  confirm  that 
televison  and  women's  Press  advertising 
will  be  used  and  the  staff  training  scheme 
could  be  repeated.  Duo  Tan  will  be 
advertised  in  the  women's  Press  pre- 
season. Prices  have  increased  "in  line  with 
inflation"  and  the  discount  package  has 
been  "simplified". 

Both  Plough  and  L'Oreal  comment  on 
the  success  of  the  water-resistant  brands 
and  L'Oreal  are  adding  a  new  SPF3 
variant  (100ml  tube,  £3.50)  to  the  Swim 
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Display  stock  early  and 
catch  the  Easter  rush 


and  Sun  range  introduced  last  year. 

An  addition  to  the  Coppertone  range 
1983  will  be  Lite  Oil  SPF2  (250ml,  £4.50), 
and  the  entire  range  will  be  supported  by 
national  television  advertising  for  six 
weeks  commencing  June  with  women's 
Press  advertising  running  from  April  to 
August  in,  among  others,  Woman, 
Cosmopolitan,  Company,  /9and  Honey. 
The  company  estimates  this  TV  and  Press 
advertising  will  cost  £300,000. 

Promotions  will  be  run  with  the 
independent  chemist  sector  and  the  link 
up  with  Thomas  Cook  will  be  repeated. 

Coppertone  and  Nivea  were  the  only 
brands  to  achieve  growth  in  the 
independent  chemist  sector,  claim 
Plough,  and  they  anticipate  the  market 
will  continue  to  see  slight  unit  growth  each 
year  as  education  about  sun  tanning 
spreads.  They  do  warn  however  that  this 
growth  could  be  lost  if  the  retail  chemist 
does  not  have  his  stock  out  in  time  to 
catch  the  Easter  rush  and  then  tucks  it 
away  missing  the  off-peak  holidays 
market. 

Plough  estimate  the  market  for  1981 
totalled  10.3m  units  worth  £22m.  (1980  it 
was  8.3m  units  worth  £17m)  and  they  say 
Coppertone  has  a  13  per  cent  share  in 
both  units  and  sterling  terms.  A  price 
increase  of  10  per  cent  is  planned  for  the 
1983  Coppertone  range. 


Impressive  performance' 

"Extremely  successful"  is  how  Smith  & 
Nephew  describe  the  1982  season  —  the 
weather  was  "excellent"  and  Nivea's 
performance  "impressive."  Nivea  can 
now  be  regarded  "the  major  contender 
for  brand  leadership"  they  say. 

1982  saw  the  range  repackaged  and  the 
launch  of  a  tropical  oil  and  water  resistant 
lotion.  Such  activity  resulted  in  sales 
increasing  by  some  67  per  cent,  the 
company  claims,  and  demand  for  the  two 
new  products  was  such  that  many  outlets 
ran  out  of  stock  —  a  problem  which  the 
company  says  it  has  now  rectified.  "By 
the  end  of  1982  we  were  number  two 
brand  in  both  volume  and,  for  the  first 
time,  sterling  terms." 

For  1983  three  new  sizes  are  being 
introduced  into  the  range.  They  are  a 
200ml  tropical  oil  (£3.39)  and  sun  milk 
(£2.99)  and  a  50ml  tube  of  Nivea 
suncream  (£1.19).  The  company  has 
allocated  VAm  for  women's  Press 
advertising  to  run  throughout  May,  June 
and  July.  This  will  be  a  repeat  of  the 
"Sunbathing  to  save  your  skin"  editorial- 
style  campaign. 

Throughout  the  season  there  will  be  a 
Nivea  promotion  offering  a  competitively 
priced  beach  bag,  a  free  beach  ball  and 
beach  games  booklet  in  return  for  proof 
of  purchase.  To  further  stimulate 
awareness  a  Nivea  hot  air  balloon  will 


Bergasol  prices  are 
remaining  at  1982 
levels  and  one 
addition  is  a  gel  in 
the  ultra  protection 
tanning  range  SPF7 
(£3  60) 

also  tour  the  coastal  resorts  during  mid- 
Summer. 

Looking  to  POS,  a  new  range  of 
display  support  material  will  be  available 
comprising  single  trays,  two  and  four  tier 
units,  shelf-reservers  and  ticket  strips. 
One  dozen  Nivea  beach  balls  will  be 
supplied  with  every  five  dozen  assorted 
display  pack. 

Smith  &  Nephew  believe  the  sun  care 
market  holds  considerable  potential  for 
expansion.  "Despite  an  increase  in  the 
consumer's  awareness  of  the  need  for 
protection,  and  in  the  volume  of  holidays 
abroad,  sun  care  penetration  is  still  below 
other  toiletry  and  skin  care  markets." 

Nivea  "is  now  perfectly  positioned  to 
emulate  the  success  of  1982  and  secure 
brand  leadership  of  this  dynamic  market 
during  1983." 

It  appears,  then,  that  the  blowing  of 


Smith  &  Nephew  are  hoping  to  rise 
above  the  other  brands  this  year  and 
secure  brand  leadership 


the  brandshare  trumpet  this  year  has 
passed  from  Plough  to  Smith  &  Nephew. 
But  what  of  Bergasol? 

Their  sterling  share  of  the  market  in 
1982  fell  from  17  per  cent  to  13  per  cent, 
and  this  in  the  year  when  the  company 
relaunched  the  range  with  a  £500,000 
advertising  campaign  and  predicted  a  22 
per  cent  market  share. 

"In  their  position  I'd  be  disappointed 
with  a  reduction  in  brandshare,"  says 
L'Oreal's  Bernard  Gunther.  "Obviously 
the  consumer  wasn't  as  impressed  with 
Bergasol  as  she  was  in  previous  years." 

"The  relaunch  last  year  was  not  to 
remove  bergamot  oil  but  to  update  the 
product,"  says  Chefaro's  Sally  Ayling, 
"it  was  beginning  to  not  quite  look  its 
premium  part.  We  also  wanted  to 
differentiate  the  range  more  clearly. 
Bergamot  oil  is  still  in  there  ...  its 
ingredients  are  separated  out  and  the 
essential  oils  are  put  back  in.  It  doesn't 
have  any  of  the  cancer-scare  ingredients 
such  as  bergactin  which  were  taken  out  in 
the  relaunch." 

The  company  feels  it  has  "responded 
to  the  needs  of  the  market"  and  that 
Bergasol  "is  still  very  much  worth  the 
premium  price." 

One  point  to  note  is  the  change  in 
wording  on  the  packaging  before  and 
after  the  relaunch.  The  old  packs  carried 
the  words:  "Contains  bergamot  oil  to 
enhance  and  accelerate  natural  tanning. 
The  joint  action  of  two  sun  filters  protects 
against  harmful  rays."  And  on  the  new 
packaging:  "Promotes  and  enhances  a 
deep  natural  tan.  Contains  citrus  oils,  two 
sun  filters  to  protect  the  skin  from 
harmful  UV  rays." 

Bergasol  advertising  will  appear  on 

Continued  overleaf 
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3NEFO 
LEONES. 


/ eve  no  need  to  tell  you  what  big 
^k^L/  news  disposable  nappies  are  -  y<  >ur 
▼  T  customers  do  that  for  us. 
For  some  time  they've  been  wanting  an  even 
bigger  nappy.  So  now  Peaudouce  are  launching 
the  biggest  addition  yet  to  the  Babyslip  range  - 
Childsize. 

Meant  for  the  bigger  baby,  who  grows  out 
of  standard  sizes  of  disposable  nappies  or  for 
children  who  take  slightly  longer  to  potty  train. 

Peaudouce  Childsize  will  take  any  child 
from  33  lbs  to  55  lbs  or  up  to  5  years  of  age. 


There  are  2,300,000  children  aged  between 
3  years  to  5  years  in  the  U.K.- just  think  how 
many  of  them  are  in  the  market  for  a  bigger  nappy 
and  you  can  see  what  potential  we're  adding  to 
your  business.  Experience  has  shown  that  Child- 
size  can  add  up  to  20%  to  your  Peaudouce  sales. 

With  all  the  features  that  make  Peaudouce 
Babyslips  the  best  product  and  fastest  growing 
brand  on  the  market,  Childsize  will  be  the  biggest 
nappy  on  your  shelf  -  both  in  size  and  in  profit. 

New  Peaudouce  Childsize  -  a  bigger  size  in 
a  big  market. 


KEEP  A  BABY  DRIER,  LONGER. 


FOR  FURTHER  INFORMATION  PLEASE  CONTACT 
PEAUDOUCE  (UK)  LTD.,  LOCKFIELD  AVENUE,  BRIMSDOWN,  ENFIELD,  MIDDLESEX  EN3  7PX. 


Sun  preps 

Continued  from  previous  page 


Channel  Four  and  in  magazines  and  new 
for  1983  is  the  inclusion  of  a  gel  with  a 
cooling  agent  in  the  ultra  protection 
tanning  range  SPF7  (50ml,  £3.60).  The 
azulene  formulation  makes  it  ideal  for 
children  and  those  with  sun-sensitive 
skins,  says  the  company.  Prices  will 
remain  at  1982  levels.  Bergasol  is  a 
chemist-only  range. 

Additions  to  the  Piz  Buin  range 
include  SPF12  cream  (£3.25)  for  hyper- 
sensitive skin,  tinted  sun  block  (£3.60)  and 
SPF8  children's  cream  and  balm  (£4.50 
and  £4.95  respectively).  All  Piz  Buin 
products  are  water  resistant. 

Colson  and  Kay,  who  distribute  the 
range,  are  backing  Piz  Buin  in  1983  with  a 
£100,000  advertising  campaign  to  run 
from  May  through  to  July  in  the  women's 
Press  and  national  dailies.  Advertising 
will  also  be  featured  via  a  booklet  inserted 
into  the  travel  wallets  of  an  overseas  tour 
operator. 

Promotional  support  will  include  a 
sales  staff  training  programme  and  a 
consultants  folder.  A  window  display 
incentive  scheme  automatically  entitles 
every  retailer  to  a  free  Piz  Buin  travel  bag. 

POS  will  major  on  the  "Piz  Buin  sun 
week"  and  larger  outlets  will  feature  the 
new  Piz  Buin  sun  computer.  By  keying  in 
skin  type,  skin  condition  and  the  type  of 
sun  the  skin  will  be  exposed  to,  the 
electronic  computer  will  advise  the  correct 
sun  protection  factor. 

Smaller  outlets  will  offer  a  Piz  Buin 
beach  ball  gift  with  purchase  and  these 
promotions  will  be  supported  by 
showcards,  window  and  in-store  display 
material. 

Hawaiian  Tropic  additions 

Two  water-resistant  products  have  been 
added  to  the  Hawaiian  Tropic  1983  range. 
These  are  a  sun's  screen  cream  SPF8  and 
protective  tanning  cream  SPF6  (£3.50 
each). 

Hawaiian  Tropic  creams  will  now  be 
available  in  100ml  tubes  which  replace  the 
50ml  sizes  of  last  season.  Prices  start  at 
£2.95.  Other  additions  to  the  range 
include  a  dark  tanning  cream  (£2.95), 
professional  tanning  cream  (£2.95)  and 
lotion  (£3.95). 

The  company  is  promising  a  £ '/» m 
advertising  spend  to  support  the  range 
using  the  colour  supplements  and  the 
women's  Press.  On  the  promotional  side 
competitions  are  the  main  story  of  the 
day.  One  will  run  in  the  June  issue  of 
Cosmopolitan  with  the  first  prize  of  a 
Volkswagen  Golf  convertible.  A  second 
competition  will  feature  in  the  July  issue 
of  Options  with  first  prize  a  Fletcher 
speedboat.  On  a  more  local  basis 
Hawaiian  Tropic  has  joined  forces  with 
Minolta  photographic  division  to  run 
competitions  in  large  circulation  regional 


■■Hi 

Piz  Bum  and  Hawaiian  Tropic  display 
stands,  giving  a  lively  look  to  a 
traditional  market 


newspapers  throughout  Summer. 

The  Hawaiian  Tropic  Paradise  Islands 
competition  will  run  throughout  the 
chemist  trade  offering  the  consumer  a 
chance  to  win  a  holiday  in  Hawaii  and 
there  will  be  smaller  promotions 


throughout  the  year  in  the  women's  Press. 
Plans  are  currently  being  finalised  for  a 
Miss  Hawaiian  Tropic  World. 

Available  in  several  sizes,  the  POS 
units  come  supplied  with  educational 
leaflets  for  distribution.  Chesebrough- 
Ponds  are  now  the  UK  agents  for  the 
range  taking  over  from  Unicliffe. 

For  the  dedicated  sun  bather  who 
wants  to  use  an  oily  suncare  product 
Vichy  are  introducing  moisturing  suntan 
oil  (150ml,  £3.45)  with  an  SPF2.  It 
contains  benzylidene  camphor  together 
with  lecithyn,  a  natural  nutrient  which 
protects  against  dehydration.  There  is  also 
the  lipsalve  (£1 .25)  which  was  introduced 
in  November. 

Total  sunblock  cream  and  high 
protection  sun  cream  proved  to  be  the  best 
selling  items  in  the  Roc  hypo-allergenic 
range  in  1982  and  in  the  forthcoming 
season  the  range  will  be  advertised  in 
Good  Housekeeping,  Cosmopolitan, 
Vogue,  Options  and  Woman 's  Journal.  A 
consumer  promotion  is  planned  at  POS 
and  the  range  will  be  backed  by  literature 
and  display  material. 

Roc  say  they  intend  to  broaden  their 
activity  in  the  sunblock  field  which  they 
see  as  "a  key  growth  area."  Further  plans 
for  1983  had  not  been  finalised  as  C&D 
went  to  Press. 

Richardson  Vick  say  they  will  continue 
to  support  Evensun  this  year  but,  again 
advertising  and  promotional  details  were 
not  available  as  C&D  went  to  Press. 

Finally  the  Almay  hypo-allergenic 
range  has  been  relaunched  for  1983  and 
there  are  two  additions  to  the  range  —  a 
sun  bloc  cream  SPF15  (40ml,  £2.35)  and  a 
lip  protector  SPF10  (4g,  £2.85).  There  is 
now  a  choice  of  seven  different  creams 
and  lotions  in  the  range.  Each  product 
now  comes  in  a  new  pack  design,  and 
there  is  a  leaflet  full  of  tanning  tips  for 
consumers. 


Hi 
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IT  Then  we  designed  the  new 
W  Freflo  teat,  we  didn't  just 
stop  there. 

We  designed  a  brand  new 
range  of  packaging  to  put  it  in. 

See-through  blister 
packs  that  keep  the  teat 
hygienically  sealed  from  the 
moment  it  comes  off  the  pro- 
duction line,  until  the  time  your 
customer  opens  it 

Each  pack  is  octagonally 
shaped  for  extra  strength  and 
protection.  Your  customers  can 
choose  between  the  single 
blister  pack  or  the  unique  new 
double  blister  pack. 

This  provides  an  exciting 
new  sales  opportunity  for  you. 

It's  the  only  one  on  the  market  _____   

And  brings  the  cost  per  T7F)  T7  OTT    A  C  TT7  A\T 

teatdowntoahghly  £  JSJ^OH  AO  1  LLLj  DIM 
competitive  level. 

Colourful  and 
attractively  designed, 


THEY  WERE  BORN. 


the  new  packs  are  supplied  in 
outer  cartons  which  convert 
simply  and  neatly  into 
convenient  dispensers  to  give 
you  a  free  eye-catching  and 
highly  profitable  display. 
The  new-style  Freflo  teat  has 
been  specially 
designed  with 


a  wider  flange  and  a  new 
improved  shape  for  easier 
feeding. 

So  you  can  sell  it  with  con- 
fidence as  a  universal 
replacement  teat  for  any  make 
of  wide-necked  feeding  bottle. 

NEW  STYLE  FEEDER 
PACKAGING  TOO!   

No  Griptight  display  would 
be  complete  without  the  new 
range  of  Freflo  feeder  packs. 
Stylish,  colourful  and  reflecting 
the  long-standing  quality  of  all 
our  products,  there  is  a  250  ml 
and  125  ml  polycarbonate 
feeder,  and  a  new,  improved 
240  ml  glass  feeder  with  teat 
cover. 

Plus  a  brand  newline.  The 
Freflo  accessory  pack  to  snap 
up  all  those  extra  replacement 
sales. 

For  full  details  of  all  these 
products  and  the  rest  of  the 
new-look  Nursery  range  by 


Griptight,  phone  Karen  Brazier 
on  021-472  4211  for  a  free  copy 
of  our  latest  Trade  Catalogue. 

Fekckr 


.TinaTnciTi 


111 

^3 

m 

A  RANGE  OF  PRODUCTS  BY  GRIPTIGHT 

Lewis  Woolf  Griptight  Ltd., 
Selly  Oak,  Birmingham  B29  7EE. 


But  your  profit  goes  on,  and  on,  and  on. 


fefs  coughs 


"Pectorant 


fees 

ie%coughs 


,p/es  coughs 
nasal  ^ 


Further  information  and  data  sheets  are 
available  on  request 

PARKE-DAVIS 

part  of  the  Warner-Lambert  Group 
I  Isk  Road,  Pontypool,  Gwent  NP4  OYH. 

LAMBERT 


'Trade  mark  R82249 


Benylin  isn't  just  your  top 
profit  winner.  As  a  trusted 
prescription  product,  it  has 
generated  a  great  following  among 
your  customers  who  appreciate  its  effectiveness  and  ask 
for  it  by  name. 
rtnd  they  appreciate  the  fact  that  there  s  a  special  Benylin 

  to  cope  with  most  types  of  cough.  The  range  includes  not  only 

the  highly  popular  Benylin  Expectorant,  but  also  Fortified  Linctus,  Paediatnc  and 
new  Benylin  Mentholated  for  nasal  congestion. 
Every  one  of  them  a  top  profit  winner  for  you. 

Benyfin 

YOUR  TOP  PROFIT  WINNER 


RPA  CONFERENCE 


President 'ashamed'  of 
unhygienic  premises 


"Probably  well  over  half  of  the  newly 
registered  pharmacies,  and  certainly  many 
in  the  London  area,  do  not  come  up  to 
our  present  standards  at  the  point  of 
registration." 

That  claim  was  made  by  Mr  Henry 
Howarth,  president  of  the  Pharmaceutical 
Society,  in  an  address  to  the  Rural 
Pharmacists  Association  in  London  this 
week.  He  described  the  situation  as 
"appalling". 

Mr  Howarth  explained  it  should  not 
be  up  to  the  Society's  Council  to  tell  a 
pharmacist  his  premises  were  not  up  to 
standard.  However,  the  "very,  very 
unpalatable  truth"  was  that  the  Society 
had  to  register  premises  if  certain 
conditions  were  fulfilled.  The  inspectorate 
was  then  to  look  at  those  same  premises 
and  report  whether  they  came  up  to 
Society  standards. 

The  president  said  the  Society  had  to 
be  seen  to  ensure  that  premises  were 
satisfactory  —  and  perhaps  of  a  higher 
standard  than  other  High  Street  premises, 
which  came  under  the  jurisdiction  of  the 
local  authority. 

But  steps  are  being  taken  to  change  the 
situation.  Mr  Howarth  stated  that  the 
process  of  dealing  with  unsatisfactory 
premises  through  Council's  Ethics 
Committee  and  the  Statutory  Committee 
is  being  speeded  up.  It  is  possible,  he  said, 
to  use  the  local  authority  to  close  down 
some  premises  through  the  Health  and 
Safety  at  Work  Act.  But  the  president 
added  that  he  had  never  been  so  ashamed 
of  pharmacy  as  when  he  heard  of  a 
pharmacist  being  dealt  with  by  a  local 
authority  for  unhygienic  premises. 

It  would  help  if  Section  66  of  the 
Medicines  Act  could  be  implemented,  he 
said.  (Section  66  gives  Ministers  the  power 
to  dictate  conditions  for  dispensing, 
storage,  sale  and  supply  of  medicinal 
products,  together  with  conditions  of 
cleanliness.) 

Not  'flippant' 

All  these  points  were  outlined  in  a  recent 
letter  from  the  president  to  community 
pharmacists.  It  had  not  been  written 
"flippantly",  said  Mr  Howarth.  "Do  not 
put  it  in  the  dustbin,  it  is  vital  that 
something  is  done.  Perhaps  we  have  been 
a  little  apathetic  about  our  role:  we  have 
dragged  our  heels  long  enough". 

Mr  Howarth's  letter  covered  two  areas 
—  premises  and  service.  He  explained  that 
both  the  Minister  for  Health  and  the 
Royal  Commission  on  the  Health  Service 
had  questioned  the  role  of  pharmacists. 


The  Minister  had  said  pharmacists  should 
be  establishing  and  promoting  their  role. 

Mr  Howarth  argued  that  pharmacists 
should  be  prepared  to  stand  up  for  their 
role  against  any  organisation,  but  first 
they  must  be  ready  to  answer  the 
challenges  of  organisations  such  as  the 
Monopolies  Commission,  the  office  of 
Fair  Trading  and  consumer  associations. 

Pharmacists  also  needed  to  be  able  to 
cope  with  areas  such  as  private  medicine 
and  freedom  of  movement  in  the  EEC. 

The  president  suggested  the  1946 
National  Health  Service  Act  may  not  have 
been  good  for  the  profession  of 
pharmacy.  Before  the  NHS  the 
pharmacist  had  been  in  the  front  shop, 
advising  patients  and  being  professional. 
But  that  role  had  declined.  "We  need  to 
get  back  to  before  1946." 

Pharmacists  must  be  identified  as  the 
advisers  to  the  public,  but  they  must 
themselves  take  greater  interest  in 
medicines  sales.  Steps  were  being  taken  to 
allow  certain  POMs  to  be  supplied  under 
the  pharmacist's  personal,  professional 
authority  —  patients  were  often  referred 
to  the  doctor  when  the  medicine  they 
required  was  POM. 

The  president  added  that 
pharmaceutical  training  equipped  the 
profession  for  this  role  and  he  supported 
the  National  Pharmaceutical 
Association's  proposed  advertising 
campaign. 

RPA  role 

Turning  to  the  "rural  scene",  Mr 
Howarth  admitted  that  he  did  know  what 
role  the  RPA  should  play.  But  now 
Clothier  was  "all  but  over",  apathy  must 
not  be  allowed  to  set  in. 

The  Society  was  "frightfully 
concerned  to  improve  the  situation  in 
rural  pharmacy".  Its  record  on 
promotion  of  the  interests  of  rural 
pharmacists  was  beyond  reproach,  the 
president  said.  He  cited  the  Tetbury  case, 
but  Mr  Mervyn  Madge,  RPA  chairman 
said  later  that  the  Society  had  become 
involved  only  after  he  himself  had  taken 
the  situation  up  with  an  official. 

Mr  Howarth  said  the  Society 
welcomed  advice  from  "ginger  groups" 
such  as  RPA.  However,  the  president  did 
not  see  RPA  as  one  of  the  groups  party  to 
negotiations  since  that  would  tend  to 
dilute  their  role.  He  warned  RPA  not  to 
over-react,  since  action  would  provoke 
reaction  from  dispensing  doctors. 

Mr  Howarth  was  disappointed  that 
RPA  had  not  given  more  attention  to 


veterinary  pharmacy  since  there  was  much 
in  it  for  pharmacists.  He  reminded 
members  of  the  Society's  Diploma  in 
Agricultural  and  Veterinary  Pharmacy, 
and  the  Hodges  &  Moss  bursary  worth 
£3,000. 

The  president  was  later  corrected  by 
the  chairman,  who  pointed  out  that  RPA 
had  distributed  2,000  leaflets  on  careers  in 
agricultural  and  veterinary  pharmacy. 

Mr  Howarth  contrasted  the  situation 
in  England  and  Wales  with  that  in 
Scotland,  where  it  appeared  that 
pharmacists  and  doctors  were  content 
with  their  respective  situations.  Scottish 
pharmacists  had  also  introduced  mobile 
and  part-time  pharmacies. 

The  president  concluded  by  claiming 
for  the  profession  a  monopoly  on 
dispensing.  "But  first  we  must  show  we 
can  give  the  service.  We  must  impress  the 
decision  makers.  Therein  lies  the  crux  of 
the  matter  and  the  future  of  pharmacy". 

Com  promise 

Mr  Mervyn  Madge,  RPA  chairman, 
reminded  members  that  the  draft  Clothier 
regulations  had  already  been  approved  by 
the  General  Medical  Services  Committee, 
the  PSGB  and  PSNC.  The  negotiations 
had  ended  in  compromise,  as  all 
negotiations  tended  to  do. 

Mr  Madge  asked  members  to  be  active 
in  striking  up  a  relationship  with  their  own 
MP;  to  contact  local  Press  and  radio  as 
well  as  speaking  at  local  chambers  of 
commerce,  parish  councils,  community 
health  councils  and  women's  institutes. 
He  added  that  he  and  other  members  of 
the  RPA  council  are  willing  to  speak  at 
local  branch  meetings. 

Mr  Madge  told  the  meeting  that  no 
money  had  been  received  from  the  PSNC 
regarding  the  Tenterden  appeal.  "We 
have  been  promised  that  this  money  will 
be  coming,  but  not  one  penny  has  been 
received,"  he  said,  (but  see  p97). 

Turning  to  the  proposal  for  a 
pharmacy  logo,  Mr  Madge  pointed  out 
that  the  RPA  now  had  its  own,  in  the 
form  of  a  free  sticker  (a  donation  would 
be  appreciated,  however).  The  Society 
had  been  consulted  and  it  could  be 
displayed  in  shop  windows. 

Finally,  Mr  Madge  said,  the  test  would 
come  after  Clothier  was  agreed.  "If  both 
professions  set  out  with  good  will  and  the 
idea  of  working  in  collaboration  for  the 
benefit  of  the  patient,  much  can  be 
achieved."  He  added:  "It  could  be  the 
best  ever  relationship  between  medicine 
and  pharmacy". 


Continued  on  pi  38 
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RPA  conference  continued /mm  Pu: 


'Complete  rewrite'  of 

A  new  code  of  conduct  for  the  profession 
is  shortly  to  be  put  before  the  Society's 
Ethics  Committee.  And  the  Statement  has 
undergone  a  "complete  rewrite,"  Mr 
Gordon  Appelbe,  head  of  the  law 
department,  told  the  conference. 

"The  working  party  set  up  by  the 
Society  to  look  at  and  redraft  the 
Statement  upon  Matters  of  Professional 
Conduct  is  probably  reporting  to  the 
Ethics  Committee  at  its  meeting  in  March. 
It  is  the  working  party's  intention  — 
although  it  is  for  Council  to  decide  —  that 
there  will  be  a  complete  rewrite  of  the 
Statement,  and  in  the  light  of  that,  it 
should  go  to  a  general  meeting  of  the 
Society.  "Before  that  happens  it  will  go 
out  to  the  branches  in  the  Autumn  of  this 
year,"  he  said. 

The  sections  on  adverising  and 
relationships  with  other  professions  are 
understood  to  have  undergone 
comprehensive  revision.  A  clause  on 
confidentiality  will  also  be  included. 

Mr  Appelbe  dealt  with  a  number  of 
ethical  matters  of  current  interest.  He 
discussed  use  of  the  title  "chemist," 
doctor  and  pharmacist  relationships,  and 
advertising.  He  also  spoke  out  strongly  on 
the  subject  of  professional  standards,  and 
supported  Mr  Howarth  in  his  drive  to 
improve  the  appearance  and  standard  of 
hygiene  in  pharmacies. 

"If  the  pharmacy  is  unclean  this 
reflects  on  pharmacy  as  a  whole,  not  just 
community  pharmacy.  If  the  present 
trend  in  the  external  appearance  of  the 
premises  continues  then  it  is  arguable  that 
by  the  end  of  the  next  20  years  we  will 
have  no  professional  status  at  all  in  the 
minds  of  the  public.  We  will  be  seen  as 
mere  traders,  and  not  particularly  good 
ones  at  that." 

The  internal  appearance  of  many 
pharmacies  left  a  lot  be  to  desired,  said  Mr 
Appelbe,  pointing  out  that  the  Guide  to 
Good  Dispensing  Practice  had  laid  down 
minimum  standards  when  issued  in  1978, 
and  that  pharmacies  had  been  given  two 
years  to  achieve  them.  Most  of  the  guide 
was  concerned  with  hygiene  and 
cleanliness. 


admitted  that  the  inspectors  might  have 
been  a  "bit  soft."  But  he  drew  attention 
to  the  number  of  cases  concerning 
premises  now  appearing  before  the 
Statutory  Committee. 

Advertising  was  discussed  by  Mr 
Appelbe.  He  had  already  told  his  audience 
that  he  felt  the  restriction  concerning  the 
use  of  the  title  "chemist"  would  be  lost. 
The  word  is  a  trading  title  and  not  a 
professional  one,  he  said,  but  persuading 
the  public  that  the  premises  down  the  road 
is  a  pharmacy  and  not  a  chemist  shop 
might  be  a  problem. 

The  loss  of  the  restricted  title  would 
have  a  considerable  bearing  on  the 
question  of  advertising  non-professional 
goods,  he  said.  "If  such  a  title  were  to 
cease  to  be  restriced  then  there  would  be 
no  argument  to  try  to  prevent  its  use  in  an 
advertisement  for  non-pharmaceutical 
goods." 

On  the  advertising  of  professional 
services  Mr  Appelbe  was  inclined  to  the 
view  that  it  was  not  advertising  at  all,  but 
merely  the  supply  of  essential  information 
to  the  public  for  its  benefit.  However,  at 
present  "there  has  been  very  little  pressure 
from  pharmacists  to  indulge  in  such 
advertising." 


In  the  past  few  months  other 
professional  bodies  have  had  their 
advertising  restrictions  attacked,  Mr 
Appelbe  noted.  "The  trend  is  towards  a 
freer  supply  of  information  to  the  public, 
and  in  this  field  we  will  be  subject  to 
external  pressures.  Within  the  next  year  I 
am  sure  the  Council  will  be  considering 
advertising  the  professional  services  of  the 
pharmacist."  Such  advertising  would  be 
subject  to  some  control  however. 

Mr  Appelbe  also  clarified  the  situation 
on  front  room  dispensing,  resulting  from 
changes  in  residential  property  under 
Section  15  of  the  Town  and  Country 
Planning  Act.  The  registrar  could  deny 
registration  only  if  he  were  reasonably 
satisfied  no  retail  sales  would  take  place. 
Just  to  say  the  premises  was  a  dispensing- 
only  pharmacy  (and  hence  not 
registerable)  under  the  Town  and  Country 
Planning  Act  did  not  preclude  retail  sales. 
It  was  generally  realised  by  the  planning 
authorities  that  there  may  be  an  auxiliary 
use,  such  as  retail  sales. 


Support  for  motion 
The  number  of  MPs  who  have  signed 
Mr  Clement  Freud's  early  day  motion 
in  support  of  the  rural  pharmacist  has 
risen  to  37.  Among  the  latest  names  are 
Labour  members  Sidney  Bidwell, 
Kenneth  Marks  and  Greville  Janner, 
Conservatives  Keith  Stainton  and 
Charles  Irving,  and  SDP  Christopher 
Brocklebank  Fowler.  


LETTERS 


Clothier  thwarted? 
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The  standards  set  by  the  Guide  will  be 
tightened  in  the  next  20  years,  Mr  Appelbe 
warned,  and  along  with  that  would  come 
Regulations  under  Section  66  of  the 
Medicines  Act  —  non-compliance  with 
these  Regulations,  which  will  deal  with 
appearance  and  hygiene  of  premises, 
could  lead  to  refusal  to  register  or  the 
removal  of  existing  registration  in  the 
courts. 

When  asked  why  the  Society  was  not 
enforcing  its  present  standards,  Mr 
Appelbe  accepted  the  criticism,  and 
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It  is  difficult  to  make  objective  appraisal 
of  the  Clothier  regulations  since  the  past 
three  months'  debate  has  been  under 
conditions  of  secrecy.  If  we  are  to  take  the 
proposals  as  published  some  years  ago, 
and  the  appalling  proposal  by  the  doctors, 
published  last  September,  that  patients' 
forms  of  choice  would  be  issued  at  the 
surgery  as  a  condition  of  continuing  the 
discussions,  then  the  rural  pharmacist  has 
no  hope  of  improving  his  chances  of 
survival  or  of  furthering  his  contribution 
to  primary  health  care  in  the  forseeable 
future.  The  Pharmaceutical  Society  will 
stand  condemned  of  appeasement 
comparable  in  enormity  to  Munich.  After 
all,  England  is  the  only  European  country 
to  my  knowledge  where  doctors  have  been 
allowed  a  deliberate  misinterpretation  of 
State  regulations  for  the  supply  of  medical 
goods  prescribed  for  their  patients  at 
undisclosed  profit  in  excess  of  their 
negotiated  salaries  for  provision  of 
medical  services. 

If  the  BM  A  exploits  the  high  public 
esteem  in  which  its  members  are  held,  for 
monetary  gain  by  a  rural  minority  of  less 
than  3,000  doctors  at  the  expense  of  their 
urban  colleagues  and  those  pharmacists 


whom  they  exclude  from  the  NHS  rural 
team,  then  they  should  be  subjected  to  the 
disciplinary  constraints  of  the 
Government  and  General  Medical 
Council  alike.  In  mitigation  of  this 
sentiment  it  can  be  said  that  successive 
Ministers  of  Health  since  the  NHS  Act  of 
1946  have  tolerated  and  continue  to 
tolerate  doctors  supplying  goods  under  a 
Government  contract  so  lax  that  they  can 
increase  their  salaries  by  as  much  as  50  per 
cent  in  rural  districts,  where  the  bulk  of 
the  patients  exist  outside  the  anachronistic 
and  dishonestly  maintained  one-mile 
radius  of  the  pharmacy. 

For  lack  of  publicity  I  do  not  know 
whether  these  points  have  been  made  by 
our  representatives  during  the  lengthy 
negotiations.  Certainly  such  observations 
need  emphasising  now,  to  MPs  and  to  the 
public.  Clement  Freud's  early  day  motion 
is  still  in  need  of  continuing  support.  The 
announcement  of  late  March  as  a  likely 
time  for  the  draft  regulations  to  be  laid 
before  Parliament  now  gives  us  two  more 
months  for  all  pharmacists  to  write  to 

continued  on  page  140 
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The  Pharmaceutical  Society's  Council  advises 
pharmacists  that,  as  from  January  1st  1984, 
all  labels  on  dispensed  medicines  should 
be  typed  or  mechanically  printed. 
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I  Kirby  Oldham  Ltd.  The  Company  that  designs,  manufactures,  sells  and  services  its  own  products 


I 
I 

THE  NO-LABOUR  LABELLER  I 

Please  send  me  full  details  of  the  PLPIE  I 
and  Kirby  Oldham's  National  Service 
Network.  Plus  details  of  the 
INTEREST-FREE  payment  scheme. 

Name   f 

Pharmacy 

Address  I 


 Postcode  

Kirby  Oldham  Ltd., 
jJEIIen  Street,  Oldham,  Lanes.  OL9  6QQ 
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Continued  from  pi  38 
their  members  of  Parliament  urging 
support  for  this  motion  —  number  85. 
During  the  same  period  all  rural 
pharmacists  should  obtain  signatures  of 
rural  residents  who  value  the  services 
which  only  a  pharmacy  can  provide,  but 
which  will  be  lost  unless  more  NHS 
dispensing  can  be  acquired  under  the 
equitable  provisions  of  the  Clothier 
regulations.  I  have  sent  to  my  MP  about 
70  signatures  and  addresses  in  the  first  two 
weeks  of  January,  many  from  patients 
who  have  been  given  to  understand  that 
they  are  compelled  to  obtain  their 
prescriptions  from  the  surgery.  More  are 
still  coming  in. 

The  rural  public  should  be  the  first  to 
be  informed  of  the  issues  involved. 
Clement  Freud's  motion  is  the  first 
means.  The  second  method  is  for  MPs  to 
"pray  against"  the  regulations  as  soon  as 
they  are  tabled.  Such  a  parliamentary 
"prayer"  must  find  acceptance  among 
MPs  of  all  parties:  among  Clement 
Freud's  fellow  Liberals,  among  the  SDP, 
who  aim  to  reduce  the  cost  of  prescribed 
drugs  in  their  revised  "green"  paper,  and 
among  those  Conservative  MPs,  including 
Mr  Ralph  Howell,  who  are  concerned  to 
eliminate  excessive  expenditure  in  the 
NHS. 

This  letter  is  written  independently  of 
the  Rural  Pharmacists  Association, 
although  their  members  may  share  some 
of  the  sentiments  expressed.  It  is  written 
urgently  as  a  call  to  all  pharmacists  to 
assert  their  right  to  practise,  an  assertion 
which  our  Council  has  for  too  long  been 
reluctant  to  make. 

Finally,  on  the  point  of  retirement 
after  31  years  as  a  community  pharmacist 
it  is  my  sincere  wish  that  Sir  Cecil 
Clothier's  excellent  intention  will  be 
fulfilled  —  not  to  draw  lines  of 
demarcation  between  us  but  to  secure  the 
co-operation  of  all  rural  practitioners  as  a 
team  to  provide  the  best  possible  service 
to  our  communities,  who  pay  us  all 
through  their  taxes. 
Keith  Jenkins, 
Burnham  Market,  Norfolk. 
The  profession's  negotiators  clearly 
believe  that  everything  possible  has  now 
been  achieved  for  rural  pharmacists  and 
that,  despite  their  faults,  the  regulations 
will  be  in  the  profession's  interest  on 
balance.  Mr  David  Coleman,  PSNC  vice- 
chairman,  this  week  expressed  relief  that 
the  end  is  in  sight  and  told  C&D  that  the 
regulations  offered  pharmacists 
"undoubted  advantages".  If  MPs  do 
throw  out  the  regulations,  it  will  be  in 
their  entirety,  and  we  could  return  not  to 
the  "standstill"  but  to  a  new  free-for-all 
in  which  doctors  have  been  alerted  to  the 
financial  opportunities  of  rural  dispensing 
—  not  what  Mr  Jenkins  has  in  mind  at  all, 
we  suspect. —  Editor. 
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Homoeopathic  remedy  no 
better  than  placebo 


The  therapeutic  effect  of  a  homoeopathic 
remedy  for  osteoarthritis  did  not  differ 
significantly  from  placebo,  according  to  a 
report  in  last  week's  Lancet. 

Workers  at  three  hospitals,  including 
the  Royal  London  Homoeopathic 
Hospital,  compared  fenoprofen,  placebo 
and  rhus  tox  6x  in  a  cross-over  study, 
involving  36  patients  with  osteoarthritis  of 
the  hip  and  knee. 

Rhus  tox,  an  extract  of  the  poison 
oak,  Rhus  toxicodendron  is  known  to 
produce  many  toxic  effects,  a  few  of 
which  are  said  to  mimic  symptoms 
experienced  by  some  patients  with 
osteoarthritic  joints.  The  report  explains 
that  although  homoeopathic  physicians  will 
often  combine  several  remedies,  the  use  of 
rhus  tox  is  sufficiently  widespread  to 
justify  testing  against  a  standard  anti- 
inflammatory analgesic. 

The  workers  found  that  fenoprofen 
had  beneficial  analgesic  and  anti- 
inflammatory effects  which  differed 
significantly  from  those  of  placebo  and 
rhus  tox  6x,  five  drops  three  times  each 
day.  Patient  preference  was  for 
fenoprofen,  despite  frequent  minor  side 
effects  with  the  preparation. 


Patients  turn  to  alternative  therapy 
because  sometimes,  pain  relief  is 
incomplete  and  surgery  may  be  indicated, 
or  side  effects  are  sufficiently  troublesome 
to  preclude  effective  use  of  these  drugs, 
say  the  authors.  In  their  discussion,  the 
workers  noted  patients  may  experience 
relief  of  symptoms  four  to  six  weeks  after 
withdrawal  of  homoeopathic  treatment, 
but  the  study  did  not  maintain  follow-up 
on  two  patients  who  withdrew  from  the 
trial,  to  confirm  the  claim. 

A  leading  article  in  the  same  edition  of 
The  Lancet  says  the  Pharmaceutical 
Society  has  been  challenged  to  sponsor  an 
inquiry  into  the  promotion  of 
homoeopathic  remedies,  not  only  because 
of  lack  of  scientific  validity,  but  because 
of  large  profit  margins  associated  with  the 
market  of  these  products. 

The  article  claims  one  substance  that 
needs  "prompt  scrutiny"  is  a 
homoeopathic  oral  whooping-cough 
prophylactic,  Pertussin.  The  article  urges 
practitioners  favouring  the  treatment  to 
justify  their  actions  in  scientific  terms; 
similarly  Family  Practitioner  Committees 
might  consider  making  inquiries  into  its 
use. 


War  on  Want 
attacks  proposed 
milks  code 


War  on  Want  has  criticised  the  proposed 
UK  babymilks  code  as  totally  inadequate 
(C&D,  January  1/8,  p30). 

"The  restrictions  on  marketing 
practices  it  would  impose  are  minimal  and 
would  in  no  way  protect  infants  and 
parents  in  the  UK  from  pressures  to 
abandon  breast  feeding  for  bottle 
feeding,"  the  organisation  claims.  The 
code  would  still  allow  advertising  in  the 
health  care  system,  promotional  literature 
to  mothers,  the  possibility  of  mothers 
receiving  free  samples  and  the  possibility 
of  marketing  personnel  advising  mothers 
on  infant  feeding  —  practices  that  the 
internationally-agreed  World  Health 
Organisation  Code  sought  to  abolish. 

The  UK  code  was  drawn  up  by  the 
Food  Manufacturers'  Federation  in 
consultation  with  the  Ministry  of 
Agriculture,  Fisheries  and  Food  and  the 
Department  of  Health.  In  a  letter  to  the 
Department,  War  on  Want  notes  28 
instances  where  the  proposed  code 
contradicts  the  provisions  of  the  WHO 


code.  The  letter  also  questions  the  wisdom 
of  the  proposed  monitoring  committee  of 
which  half  the  members  would  be 
representatives  of  the  companies  whose 
practices  it  intends  to  monitor.  War  on 
Want  believes  that  the  WHO  code  should 
be  introduced  instead,  with  a  few 
modifications  relevant  to  the  UK,  and 
monitored  by  the  Advertising  Standards 
Authority. 

□  A  report  published  this  week  by  the 
International  Baby  Food  Action  Network 
claims  that  massive  promotion  of  artificial 
infant  feeding  continues  throughout  the 
world,  despite  the  WHO  code.  The  report 
notes  nearly  1 5  million  violations  of  the 
code  during  1982,  involving  83  companies 
in  50  countries.  "Breaking  the  rules 
1982",  War  on  Want,  467  Caledonian 
Road,  London  N79BE. 


New  title  in  Family 
Doctor  series 


The  newest  title  in  the  Family  Doctor 
series,  to  be  released  next  week,  is 
"Hysterectomy",  by  Elliot  Philipp.  The 
author  goes  through  the  reasons  for 
having  the  operation,  the  pre-clinical 
period  in  hospital  and  the  outcomes. 
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Pure  Natural  Beatson  Gl 


The  timeless  container 


Glass,  the  natural  choice  for  pharmaceutical  tablets  and  liquids.  Glass  containers  enhance  your 
products  perfectly.  Select  natural  glass  from  our  stock  range  of  bottles  in  amber,  white  flint  or  made  to  your  own  requirements. 

Beatson  Clark  pic  23  Moorgate  Road  Rotherham  South  Yorkshire  S60  2AA  Telephone  Rotherham  (0709)  79141  Telex  54329 


Beatson  Clark 


Your  customer  may  well  have 
a  temperature,  not  to  mention  a 

throbbing  head. 
!    S  And  what  he  thought 

s^SSP  was  a  heavy  cold  could  be 
the  first  signs  of  flu. 

Sudafed-Co  Tablets  will 

provide  fast  relief. 


If  his  eyes  are  streaming,  the 
chances  are  it's  caused  by  an 
i  Z   allergy  such  as  hayf ever. 
ft         Actifed  Syrup 
I A  Tablets  should  be 
recommended,  and 
also  for  congestion 
in  colds  and  flu. 


This  time  your  customer  is 
suffering  from  a  wet  chesty  cough. 

For  fast  relief  you  should  counter- 
iprescribe  Actifed  Expectorant. 


ArTIFEDTabletsandSyruDcontainTr.prolidn^eHydrochlondeBPandPseudoephednne 

BP  Pseudoephedrme  Hydrochloride  BP  and  Codeine  Phosphate  BP.  A(- 1  lb  tU  JSt 
ExpectorantPcontainsTViprolidine  Hydrochloride  BP.  Pseudoephedrme 
Hydrochloride  BP,  andGuaiphenesin  BP  ; 
SUDAFED  Tablets  and  Elixir  contain  Pseudoephedrme  Hydrochloride  BP. 
SUDAFED-Co  Tablets  contain  Pseudoephedrme  Hydrochloride  BP  and; 
Paracetamol  BP.  SUDAFED  Expectorant  contains  Pseudoephedrme  4 
Hydrochloride  BP  and  Guaiphenesin  BP. 
Further  information  is  available  on  request. 


oneo: 
eezed  at 


SUDAFED* 

TABLETS 


SUDAFED' 
ELIXIR 

QUICK  ACTING 
DECONGESTANT 


One  look  at  the  poor  man's  nose 
you'll  see  he's  completely 

He  could  well  be  ? 
suffering  from  catarrh 
and  congestion.  What 
he  needs  is  Sudafed 
Elixir  or  Tablets. 


If  he  can't  manage  a  full 
sentence  it's  because  his 
dry  tickly  cough  is  getting 
the  better  of  ham. 

In  this  case  Actifed 
Compound  Linctus  should 
be  your  first  choice. 


His  obvious  discomfort  is  probably 
caused  by  a  productive  cough. 

If  no  allergic  components  are 
present,  you  should  be  recommending 
Sudafed  Expectorant. 


EXPECTORANT 

.  FOR 
CHESTY  COUGHS 


Wellcome  Consumer  Division,  The  Wellcome  Foundation  Ltd., 
Crewe,  Cheshire. 

ACTIFED  and  SUDAFED  are  trade  marks. 


News  Extra    Continued  from  pi  40 


NP  A  queries 
drug  liability 
Bill 


The  director  of  the  National 
Pharmaceutical  Association,  Mr  Tim 
Astill  has  asked  Mr  Jack  Ashley,  whose 
Bill  to  impose  strict  liability  on  drug 
manufacturers  has  received  a  first  reading 
in  the  House  of  Commons,  why  he 
considers  it  appropriate  "to  saddle  a 
particular  unfortunate  manufacturer  with 
the  results  of  what  are  invariably 
unforeseen  side  effects".  Mr  Astill  also 
wants  to  know  why  he  is  limiting  the  terms 
of  his  motion  to  defective  drugs. 

The  proprietors  of  the  nation's 
pharmacies  are  close  to  the  problem  to 
which  the  motion  relates,  Mr  Astill  says, 
and  are  very  concerned  indeed  that  those 
who  suffer  damage  through  side  effects 
should  be  given  adequate  and  speedy 
compensation.  The  points  made  in 
connection  with  the  first  question  to  Mr 
Ashley  are:  "The  development  of  modern 
medicine  is  highly  complex  and  by  its  very 
nature  is  almost  certain  to  give  rise  to 
unsuspected  and  hitherto  unknown  side 
effects,  no  matter  how  careful  the 


manufacturer  or  how  close  the  scrutiny  by 
the  Committee  on  Safety  of  Medicines. 
We  have  long  advocated  a  system  of 
Government-underwritten  insurance  for 
the  victims  of  such  side  effects.  Our 
justification  for  this  is  that  it  is  society 
which  seeks  its  modern  remedies  and  it 
should  in  all  conscience  be  society  as  a 
whole  which  carries  the  risk  and 
compensates  the  victims. 

"It  would  be  a  matter  of  further 
consideration  whether  pharmaceutical 
manufacturers  as  a  whole  were  required  to 
contribute  to  the  compensation  fund.  The 
manufacturers  would  naturally  be  against 
this,  and  on  balance  so  would  we,  because 
if  manufacturers  were  required  to 
contribute  they  could  only  get  the  money 
by  increasing  the  prices  of  their  products 
which  would  add  a  most  unfair  burden  on 
the  NHS  and  on  that  sector  of  the 
population  which  happened  to  be  ill." 

And  to  support  his  second  question  Mr 
Astill  goes  on:  "The  Pearson 
Commission,  the  EEC  draft  directive  and 
the  European  Convention  all  call  for  a 
system  of  strict  liability  on  the 
manufacturers  of  all  defective  products. 
Defective  motor  cars,  electrical  appliances 
and  toys  can  all  cause  horrendous  injuries 
and  I  am  sure  that  you  would  be  the  last 
person  to  argue  that  the  victims  of  such 
accidents  should  not  be  entitled  to 
compensation,  also  'without  having  to 
undergo  a  legal  battle  to  prove 
negligence'."  


SDP  policies 
a  'menace' 


Magnetic  targeting 
for  drugs? 

Drugs  could  be  guided  to  their  site  of 
action  by  adsorption  onto  biodegradable 
drug  carriers  with  magnetic  properties, 
according  to  an  article  in  the  Journal  of 
Pharmacy  and  Pharmacolaogy  this 
month. 

An  externally-placed  electromagnet 
could  be  used  to  guide  intravascular 
particles  after  injection.  The  particles 
used  were  polyalkylcyanocrylate 
nanoparticles,  which  are  able  to  adsorb  a 
wide  range  of  drug  molecules  and  degrade 
at  a  rate  dependent  on  their  alkyl  chain 
length,  according  to  the  article. 

The  magnetic  properties  are  derived 
from  the  presence  of  finely  dispersed 
magnetite  which  has  been  shown  not  to 
affect  the  adsorption  properties  or  the 
acute  toxicity  of  the  polymerised  carrier 
particles. 

Drug  delivery  using  the  method,  could 
significantly  reduce  toxicity  of  potent 
drugs  and  enhance  activity,  says  the 
paper.   


No  smoking 


The  health  policies  of  the  Social 
Democratic  Party  are  "a  menace  to  the 
wellbeing  of  Britain",  according  to 
Professor  Teeling  Smith,  director  of  the 
Office  of  Health  Economics. 

Criticising  proposals  in  a  recently 
released  SDP  policy  document,  he  said 
they  were  based  predominantly  on  a 
"cheap  drug"  policy  which  purported  to 
save  money  for  other  parts  of  the  NHS. 

The  SDP  document  is  a  revision  on  the 
paper  "Fair  Treatment",  published  last 
August  {C&D,  August  21),  and  indicates  a 
tougher  attitude  on  generic  prescribing 
and  drug  company  marketing  activities. 

The  document  points  out  that  hospital 
pharmacists  automatically  substitute 
generic  medicines  for  brand  name  drugs. 
"We  propose  to  extend  this  principle  to 
retail  pharmacists  dispensing  NHS 
prescriptions  unless  there  is  an  explicit 
request  to  the  contrary.  While  this  would 
generate  immediate  savings  of  only 
£30-50m,  the  financial  incentive  for  the 
pharmaceutical  industry  to  produce 
generic  products  would  produce  annual 
savings  of  £100m-£150m  after  four  to  five 
years." 

The  SDP  also  propose  to  progressively 
reduce  the  proportion  of  turnover  that  the 
pharmaceutical  companies  would  be 
allowed  to  spend  on  marketing  and 
advertising.  The  party  estimates  the 
changes  taken  together  will  reduce  the 
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overall  NHS  drugs  bill  by  20-30  per  cent 
(£200m-£300m)  per  annum  after  four  to 
five  years. 

Mr  N.  Wood,  of  the  SDP  pharmacists 
group,  welcomed  the  substitution  policy. 
"The  SDP  have  made  their  stance  clear  on 
generic  substitution.  They  also  say  they 
wish  to  protect  innovation  in  the  industry 
and  propose  to  extend  patent  life."  The 
group  welcomed  the  approach,  he  said, 
and  some  of  the  group's  comments  had 
been  taken  into  account  in  the  new 
document. 

The  document  will  become  official 
policy  if  approved  by  the  next  SDP 
council  for  Social  Democracy,  which 
meets  in  Newcastle  on  January  29-30.  

Lost  revenue 


Patients  receiving  H2-receptor  antagonists 
should  be  advised  not  to  smoke  after  their 
bedtime  dose,  according  to  a  paper  in  last 
week's  Lancet.  Previously  it  has  not  been 
possible  to  demonstrate  any  consistent 
effects  of  cigarette  smoking  on  human 
gastric  acid  secretion. 

Workers  at  Dundee  University  claim 
to  have  shown  cigarette  smoking 
completely  abolishes,  and  usually 
significantly  reverses,  the  inhibition  of 
nocturnal  gastric  secretion  produced  by 
drugs  such  as  cimetidine  and  ranitidine. 
The  observation  may  have  therapeutic 
consequences,  since  patients  with 
duodenal  ulcers  secrete  abnormally  large 
amounts  of  gastric  juice  at  night,  says  the 
article.  Thus,  inhibition  of  nocturnal 
secretion  may  be  important  in  ulcer 
healing  and  prevention  of  recurrence. 


Revenue  lost  through  exempt 
prescriptions  amounted  to  some  £190m  in 
the  nine  months  to  September  31,1982 
according  to  DHSS  Minister  Geoffrey 
Finsberg.  Speaking  this  week  in  the  House 
of  Commons,  Mr  Finsberg  also  gave  the 
following  details:-  


Number  of 
scripts 
Basic  drug 
cost 

Total  cost* 


All  Exempt 
scripts    scripts  percentage 
(millions)  (millions)  exempt 


231.1  159.8 


£716.6 
£867.4 


£475.9 
na 


69 

66 
na 


*na  =  not  available  including  cost  of 
containers,  payments  to  pharmacists,  etc. 


Extra  pay  increases 
withdrawn 

The  proposal  to  give  the  top  500  NHS 
administrators  extra  pay  increases  (C&D 
last  week)  has  been  withdrawn. 

The  National  Union  of  Public 
Employees  described  the  proposal  as 
"blood  money",  and  it  was  taking  money 
away  from  the  lowly  paid. 

The  management  side  of  the  Whitley 
Council  negotiating  body  agreed  to  drop 
the  offer  in  the  face  of  union  opposition, 
and  to  return  to  the  original  6  per  cent 
plus  4.5  per  cent  flat  rate  increase. 

NUPE  have  agreed  to  Whitky 
Council's  suggested  survey  of  top-grade 
salaries,  but  only  if  it  is  widened  to  include 
all  grades.  The  two  sides  were  meeting  as 
C&D  went  to  press. 
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BUSINESS  NEWS 


Unichem  turnover  puts 
on  another  31pc 


Unichem's  preliminary  turnover  for  the 
year  to  December  31,  1982  —  excluding 
the  travel  operations  —  was  £283m.  This 
represents  a  3)  Vi  per  cent  increase  on  last 
year's  comparable  figure  of  £21 5m. 

Retained  profits  after  annual 
distributions  are  expected  to  be  about 
£3m.  Group  profit  last  year  reached 
£16m,  with  distributions  to  member 
pharmacists  accounting  for  £14. 2m. 


Managing  director  Peter  Dodd  describes 
the  results  as  "excellent",  bearing  in  mind 
they  were  achieved  at  a  time  of  such 
intense  competition  among 
pharmaceutical  wholesalers. 

"The  fierce  competition  will  continue 
unabated  during  1983,  and  we  will  need 
the  full  support  of  our  members  to 
achieve  the  further  advances  we  are 
seeking"  he  adds. 


Morrisons  buy  Gainsborough  Mainstop 


Supermarket  chain  William  Morrisons 
have  bought  three  Mainstop  branches 
from  BAT  Stores,  including 
Gainsborough  which  has  a  franchise 
pharmacy  —  Morrisons  hope  to  continue 
this  franchise. 

Bradford-based  Morrisons  have  26 
stores  spread  throughout  the  north  of 
England,  and  are  planning  future 
expansion.  Morrisons  bought  the  three 
stores  in  a  "negotiated  package"  deal 
with  BAT  for  £3.9  million. 

Mr  Robert  Stott,  buying  director  at 
Morrisons,  told  C&D  "We  must  do 


everything  possible  to  maintain  the 
services  at  the  store,  and  we  shall  be 
looking  to  continue  the  franchise".  Mr 
Stott  went  on  to  say  that  pharmacies  are 
to  feature  in  plans  for  further  Morrisons 
stores,  but  as  yet  nothing  definite  has  been 
decided. 

The  holder  of  the  Gainsborough 
franchise,  Mr  Monty  Goldin,  MPS,  told 
C&D  that  he  is  "quite  satisfied"  with  the 
change  in  situation.  "My  initial  reaction  is 
that  it  might  be  good  for  the  store",  he 
said.  Arrangements  regarding  the 
pharmacy  have  yet  to  be  finalised. 


Credit  card  checking 
for  small  retailers 

British  Telecom  are  to  introduce  a  system 
of  electronic  credit  card  checking  — 
priced  to  be  affordable  for  the  small 
retailer. 

The  Telecom  Silver  service,  which  is  to 
receive  its  first  trials  in  the  London  area  in 
June,  will  cost  £95  in  the  first  year,  with 
quarterly  rented  payments  of  £17.50 
thereafter.  When  presented  with  a  credit 


card,  the  retailer  uses  a  specially-provided 
phone  to  key-in  card  number,  expiry  date 
and  transaction  value,  using  the  liquid 
crystal  display  to  check  for  errors.  He 
then  lifts  the  receiver  and  calls  the  service 
by  means  of  a  stored  number  button. 

As  soon  as  he  is  connected  with  the 
Telecom  computer,  he  pushes  another 
button  on  his  phone  to  transmit  the  stored 
information.  These  details  are  then 
translated  into  data  format  and  sent  via 
the  Telecom  network  directly  to  the 
appropriate  card  company.  Computer- 
generated  voice  synthesis  then  tells  the 


retailer  whether  or  not  the  transaction 
should  be  allowed  to  go  ahead.  Where  a 
card  is  found  to  be  fraudulent  the 
computer  can  also  give  the  retailer  basic 
advice  on  what  to  do. 

All  costs  associated  with  the  services 
data  link  will  be  absorbed  in  the  rental 
charge,  leaving  retailers  with  the  initial 
connecting  call  as  their  only  additional 
expense.  It  is  hoped  that  regional 
computer  centres  can  be  set  up  in  due 
course. 

goes  to  Austria 

Scholl  (UK)  are  to  transfer  all  London 
sandal  production  to  their  plant  in 
Austria,  resulting  in  225  UK  redundancies 
by  mid-1983.  This  follows  a  company 
review  of  international  manufacturing 
facilities. 

In  the  long  term  this  restructuring  will 
lead  to  Scholl  (UK)  becoming  Scholl's 
prime  European  production  centre.  Some 
products  currently  manufactured 
elsewhere  in  Europe  will  then  be 
transferred  to  London,  it  is  claimed. 

Chemists  Brokers 
reach  £5m  mark 

Chemist  Brokers  —  who  were  set  up  only 
last  October  —  have  already  managed 
MSP  sales  of  £5m,  according  to  a  review 
of  1982  from  parent  company  Food 
Brokers. 

Unicliffe  business  handled  by  Chemist 
Brokers  has  been  extended  to  the  grocery 
trade  —  described  as  a  major 
breakthrough  for  the  division.  Other 
contracts  are  currently  being  finalised, 
with  details  expected  soon. 

A  separate  marketing  department  has 
been  set  up  within  the  division.  Headed  by 
Sarah  Sorby,  this  operation  has  now 
taken  over  brand  management  for 
Unicliffe  products. 

Food  Brokers  have  also  acquired 
several  new  accounts  for  1983  —  including 
grocery  trade  distribution  for  the  Temana 
Bees  range  of  air  fresheners. 


T. 


i 


Don't  you  think  his  skin  deserves 
a  little  protection? 


A 


One  antiseptic  healing  cream  gives  the  elderly  and  immobile  all 
the  protection  they  need.  It's  Sudocrem. 
Specially  made  to  soothe  sore  skin. 
Recommend  it  for  pressure  sores,  knowing  that  many 
doctors  and  health  visitors  do  the  same.  Display  it,  know- 
ing it  leads  to  high  demand  -  and  even  higher'profits. 
Make  sure  you  keep  Sudocrem  in  stock.  To  give  your 
customers  the  protection  they  deserve. 

SOOTHES  SORE  SKIN 

Distributors  lor  tmv,l  Britain 

David  A  nth(  >ny  Pharmaceuticals  I  j m ited 

59  l  rosby  Kortd  North.  I  iverpiml  I  22  4QI) 


Sudocrern 


Aseptic  healing  c*e> 


GST 
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Business  News  continued 


Retail  support 


Trading  Bill 

The  National  Association  of  Shopkeepers 
is  among  retailer  bodies  supporting  Ray 
Whitney  MP  in  his  call  for  the  abolition 
of  Sunday  trading  restrictions  (C&D 
December  4,  1982,  pl028). 

A  13-signatory  joint  statement 
organised  by  the  National  Consumer 
Council  describes  current  opposition  to 
changes  in  the  law  as  an  attempt  to  stifle 
freedom  of  choice,  and  dismisses  fears  of 
forced  seven-day  opening  as  nonsense. 

Representatives  of  the  tourist  industry 
also  claim  that  Britain's  shut-on-Sunday 
image  deters  some  foreign  visitors  from 
ever  coming  to  the  UK. 

"Delegates  firmly  rejected  the  idea  of 
halfway  measures  to  reform  the  law, 
which  would  simply  create  new 
anomalies"  the  report  concludes.  "The 
only  sensible  answer  is  to  abolish  the 
present  antiquated  restrictions  on  shop 
opening  hours  and  to  extend  to  all  traders 
the  freedom  which  some  already  have  to 
open  late  at  night  and  on  Sundays,  if  they 
so  wish." 

□  Shop  workers'  union  USDAW  is  to 
publish  its  report  on  Sunday  trading  on 
January  31  (C&D  December  11,  1982 
pl066).  A  membership  ballot  on  the 
subject  will  follow,  commencing  on 
February  3. 


GB  still  lags  behind 
in  R&D  spending 

The  chemical  industry  was  one  of  only 
two  sectors  in  British  manufacturing  and 
construction  to  make  real  increases  in 
their  research  and  development  spending 
in  the  period  1979-81 .  Even  here  the  rate 
of  growth  has  slowed  considerably 
compared  to  that  recorded  from  1972  to 
1978. 

A  recent  survey  from  the 
Confederation  of  British  Industry  shows 
the  electronics  sector  to  have  increased 
R&D  spending  by  an  inflation-adjusted  14 
per  cent  in  the  three  years  to  December  3 1 , 
1981 .  Spending  in  chemicals  rose  by  4  per 
cent.  These  two  sectors  alone  are  now 
thought  to  account  for  close  to  half  of  all 
R&D  spending  in  industry. 

International  comparisons  made  in 
1978-79  put  Britain  fifth  on  the  R&D 
expenditure  ladder  —  behind  America, 
Japan,  West  Germany  and  France  and 
there  is  nothing  in  the  CBI  survey  to 
suggest  this  poor  position  has  changed. 

CBI  president  Sir  Campbell  Fraser 
comments  on  the  report:  "Survival  and 
prosperity  in  the  medium  to  longer  term 
mean  expenditure  now  on  forward 
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planning,  research  and  development  and 
training.  We  neglect  Britain's  great 
strength  in  technological  creativity  and 
skilled  technologists  at  our  peril." 
Research  and  Development:  In  Recession 
Too?  CBI  Publication  Sales,  Centre 
Point,  103  New  Oxford  Street,  London 
WC1A  1DU. 

BDH  reorganise 
depot  system 

BDH  Chemicals  have  reorganised  their 
depot  system  to  allow  customers  to  order 
both  BDH  products  and  Baird  &  Tattock 
apparatus  direct  from  all  the  company's 
outlets.  This  means  that  the  customer  no 
longer  has  to  go  to  three  seperate  suppliers 
for  chemicals,  laboratory  equipment  and 
instrumentation.  BDH  depots  are  now 
located  at  Aberdeen,  Glasgow,  Blaydon- 
on-Tyne,  Liverpool,  Atherstone,  Bristol, 
Eastleigh  and  London. 


Briefly... 


M intel  on  the 
US  drug  stores 


The  latest  Mintel  market  report,  Retailing 
in  the  USA,  includes  a  review  of  the  drug 
store  sector  —  "a  uniquely  American 
institution."  The  mixture  of  medicines, 
confectionery,  catering  and  other  assorted 
products  sold  in  these  stores  means  that 
they  are  forced  to  compete  with  a  wide 
range  of  other  outlets  including  in-house 
pharmacies  in  shops  such  as  department 
stores.  "It  must  be  kept  in  mind  that 
prescriptions  in  America  are  paid  for  by 
the  customer  and  price  competition  is 
fierce,"  the  report  points  out. 

Mintel  estimate  the  country's  50,000 
drug  stores  as  achieving  total  sales  of 
$31.6  billion  in  1981 .  The  US  census 
bureau  puts  the  multiples,  share  of  the 
market  at  48  per  cent  in  1980,  compared 
to  32  per  cent  ten  years  before. 

Rite  Aid,  one  of  the  major  firms  in  the 
sector,  are  also  involved  in  the  British 
Superdrug  chain.  Sizes  of  stores  in  the 
sector  can  vary  between  5,000  sq  ft  to 
25,000  sq  ft.  Retailing  in  the  USA  (£1 10)  is 
available  from  Mintel  Publications  Ltd,  7 
Arundel  Street,  London  WC2. 


■  Global  Chemicals  (UK)  Ltd  are  to  build 
a  factory  costing  over  £200,000  at 
Bampton,  Devon. 

■Banfi  Ltd's  new  address  was  given 
wrongly  in  C&D  last  week.  The  correct 
version  is  PO  Box  2JW,  37a  Duke  Street, 
London  Wl  A  2JW. 

■  Gre-Solvent  Co  have  moved  to  Junction 
Works,  Coleman  Street,  Whitehall  Road, 
Leeds  (tel  0532  455040).  All 
correspondence  should  now  go  to  this 
address. 

■  Bonne  Sante:  the  wholefood 
manufacturers  and  distributors  have  been 
acquired  by  Honeyrose  Products  Ltd,  the 
wholefood  and  herbal  specialists.  The 
Bonne  Sante  operation  based  at 
Stamford,  Lines,  has  now  been 
transferred  to  the  Honeyrose  factory  at 
Greeting  Road,  Stowmarket,  Suffolk,  tel 
0449  612137. 

■  Joe  Baczko  has  resigned  as  managing 
director  of  Max  Factor  Ltd  and  senior 
vice-president  of  their  international 
division.  He  will  remain  available  to  the 
company  as  a  consultant  until  a  full-time 
successor  can  be  found.  Meanwhile,  Mr 
Richard  Gordinier,  president  of  Max 
Factor  International,  will  assume  control 
of  the  UK  group. 

APPOINTMENTS 


Retail  sales 


The  Department  of  Industry's  retail  sales 
index  showed  a  rise  of  3  per  cent,  to  152, 
in  November  (1978  =  100)  for  dispensing 
chemists  (NHS  receipts  are  excluded). 
This  compares  with  an  8  per  cent  rise,  to 
172,  for  all  businesses. 

The  provisional  estimate  of  the  overall 
index  for  December  is  1 1 1 ,  a  marked 
increase  within  the  steady  growth  which 
began  in  August.  In  the  final  quarter  of 
1982,  retail  sales  were  1  per  cent  up  on  the 
third  quarter  and  4Vi  per  cent  higher  than 
for  the  equivalent  period  in  1981 .  Total 
sales  for  the  year  as  a  whole  were  nearly 
2Vi  per  cent  higher  than  in  1981. 


jSchwarzkopf  Ltd:  Geoff  O'Connor  has 
been  appointed  field  sales  manager. 

■  Honeyrose  Products  Ltd:.  Ian  Forrester 
is  joining  the  board  to  be  responsible  for 
development  in  the  grocery  market. 

■  Paines  &  Byrne  Ltd:  David  M.  Benoliel, 
MPS,  is  appointed  technical  director.  Leo 
Gaire  becomes  commercial  director,  and 
David  Hurd  production  director. 

■  Kimberley-Clark  Ltd:  Mr  Nick  Smith, 
currently  operations  director,  will  succeed 
Mr  Derrick  Croxon  as  managing  director 
when  Mr  Croxon  retires  on  January  31 . 

■  Franklin  Medical:  Mr  R.  G.  Urie  is 
appointed  marketing  director  and  Mr  R. 
D.  A.  Lipman  technical  and  research 
director. 

■Phillips  Yeast  Products  Ltd:  Jeffrey 
Ellison  and  David  Thurston  are  appointed 
joint  managing  directors.  They  will  also 
continue  with  their  respective  current 
posts  of  technical  director  and  financial 
director. 

■  Procter  &  Gamble  Ltd:  Mr  L.  G.  Dare 
is  appointed  managing  director  with  effect 
from  February  1.  He  is  currently  general 
manager  of  Procter  &  Gamble  Inc's 
personal  care  products  division  in 
Canada. 

■  New  Era  Laboratories  Ltd:  Mark 
Connor  is  appointed  sales  representative 
for  South  London  and  South  East 
England.  Christopher  Roper  becomes 
representative  for  North  London  and  the 
Eastern  counties. 
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Finding  the  right  support  hosiery  for 
your  customers  has  never  been  easy. 
Until  now.  Lastonet  have  introduced 
new  packaging,  designed  to  help  you 
find  thecorrect  hoseforanycondition, 
and  to  encourage  your  customers  to 
select  the  correct  lightweight  hosiery  for 
themselves. 

And  to  make  sure  your  customers 
support  you,  we're  backing  our  hosiery 
with  ads  in  the  leading  national, 
women's  and  mothercare  press.  There's 
also  a  clinics'  poster,  and  an  in-depth 
booklet  on  leg  care  problems. 

We  feel  we're  giving  you  our  full 
support.  Please  pass  it  on  to  your 
customers.  0 

Lastonet  Products  Ltd . ,  O 

House  of  Lastonet,  #4% 

Cam  Brea,  Redruth,  Cornwall. 

Tel.  (0209)  7 141 41.  .  '  ' 


^  Give  your  customers 
real  support  and  they'll  support  you. 


MARKET 

NEWS 


Peppermint  goes 
up  again 


Changes  in  the 
market  for  ginger 

The  trend  in  favour  of  ginger  oleoresin  at 
the  expense  of  dried  ginger  may  have 
spent  much  of  its  force,  particularly  in  the 
UK,  states  a  recent  report  by  the  Tropical 
Products  Institute.  However,  any  extra 
demand  for  dry  ginger  is  thought  unlikely 
and  the  report  warns  non-traditional 
suppliers  that  the  normal  supplying  areas 
should  easily  handle  demands. 

Information  on  world  production  ot 
ginger  is  scanty,  but  India  is  undoubtedly 
the  world's  largest  source  and  is  believed 
to  account  for  well  over  50  per  cent  of 
total  world  production,  although 
normally  less  than  20  per  cent  of  it  is 
exported.  The  sub-continent  exported  an 
average  of  5,103  metric  tons  in  the  years 
1960-61  —  1967-68  but  by  1977-78  the 
total  was  8,359  tons,  albeit  rising  by 
erratic  stages.  In  the  last  year  for  which 
figures  are  given  (1977-78)  the  UK  took 
369  tons,  West  Germany  441 ,  USA  1 ,076, 
and  Saudia  Arabia  2,199.  The  last  year  for 
which  figures  are  available  from  Sierra 
Leone  was  1973  when  exports  amounted 
to  348  tons,  the  UK  taking  143  tons. 

Jamaican  ginger  has  traditionally  set 
the  standard  for  quality  against  which 
other  sources  are  assessed.  However, 
production  has  declined  substantially  over 
the  years  and  the  material  has  been  scarce 
for  a  long  time.  Provisional  export  figures 
for  1978  give  the  island's  total  at  172  tons 
(against  479  tons  in  1973),  the  UK  taking 
170  tons  (245  tons).  When  the  report  was 
written  the  UK  cif  prices  of  dried  ginger 
per  metric  ton  were  £3,700  for  Jamaican 
(presumably  no  1  grade);  £600  for  West 
African  and  £320  for  Indian  (Cochin). 
"The  general  trend  appears  to  be 
significantly  upwards  for  Jamaican  and 
only  slightly  so  for  other  types." 

During  this  year  prices  of  Cochin  have 
jumped  enormously  because  of  shortages 
of  other  sources.  It  is  now  £1 ,000  per  ton, 
cif;  Jamaican  No  3  grade  is  £1 ,950  and 
Nigerian  or  West  African  £525.  Anand, 
N.  (1982)  Selected  markets  for  ginger  and 
its  derivatives  with  special  reference  to 
dried  ginger.  Report  of  the  Tropical 
Products  Institute.  (£3.30). 
Bin  the  sameTPI  series  of  reviews,  two 
further  publications  give  similar 
information  on  a  number  of  other  spices 
while  a  third  deals  with  patchouli  and 
vetivert  oils.  Details  are: 
Selected  markets  for  turmeric,  coriander 
seed,  cumin  seed,  fenugreek  seed  and 
curry  powder.  GI65.  A.  Smith  £3.50. 
Selected  markets  for  chillies  and  paprika. 
G155.  A.  Smith  £3.  Selected  markets  for 
the  essential  oils  of  patchouli  and  vetivert 
G167.  S.R.J.  Robbins.  £1.85. 
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London,  January  18:  Following  the 
upward  trend  in  Brazilian  peppermint  oil 
prices,  which  rose  by  about  £1 .50  kg  in  the 
first  week  of  this  month,  the  oil  firmed  up 
by  a  further  £3  in  the  past  week  for  spot 
supplies.  Shippers  refused  to  make  firm 
quotation  for  forward  delivery  because  of 
the  uncertainties  of  the  new  crop 
deliveries  which  are  not  expected  to  be 
made  before  April-May.  Nevertheless 
London  dealers  wrote  business  at  over  £12 
kg  on  a  cif  basis  in  the  middle  of  the  week 
but  the  figure  of  £12  or  just  under 
reflected  the  value  at  the  end  of  the  week. 
Indonesian  clove-leaf  oil  has  risen  by  20 
per  cent  since  the  beginning  of  the  year 
but  Madagascar  oil  was  unchanged. 

The  slump  in  the  international  value  of 
the  pound,  though  halted  towards  the  end 
of  the  week,  has  yet  to  be  reflected  in  the 
prices  of  crude  drugs  and  essential  oils. 

Among  pharmaceutical  chemicals, 
sodium  chloride  was  increased  by  nearly 
£4  metric  ton  during  the  week  —  the 
vacuum  dried  is  now  £56.40  ton  for  10-ton 
lots  delivered  in  London. 


Crude  drugs 

Aloes:  Cape  £1 ,535  metric  ion,  cif.  Curacao  no  spot  or  cif. 
Balsams:  (kg)  Canada:  spot;  £23.50  kg;  23  70  cif.  Copaiba: 
Spot  £4.35;  £4.60,  cif.  Peru:  £9. 10  spot;  £9.30,  cif.  Tolu:  Spot 

Belladonna:  herb  £5.30  kg  spot;  £5.25,  cif;  leaves  £1.14  kg; 

£1 .80,  cif;  root  no  spot;  £2.34  kg  cif. 

Benzoin:  £149  cwt,  cif. 

Cherry  bark:  No  spot,  £1,795  metric  ton,  cif. 

Dandelion:  No  spot.  £3,285  metric  ton,  cif. 

Gentian  root:  No  spot;  £2,800  metric  ton,  cif 

Ginger:  Cochin  £1 .400  metric  ton  spot  and  cif.  Jamaican  No. 5 

£1  950  cif.  Nigerian  split  £635,  cif.  Indonesian  £600  spot. 

Henbane:  Niger  £1.602;  metric  ton  spot;  £1,705,  cif. 

Hydrastis:  Spot  £15.80  kg;  £17.20,  cif. 

Ipecacuanha:  No  spot,  £69  kilo,  cif. 

Liquorice:  Root,  no  spot,  £700  metric  ton,  cif.  Block  juice 

£1 ,400  metric  ton  spot;  spray-dried  powder  £1 ,900. 

Lobelia:  unquoted. 

Mace:  Grenada  unsorted  £4,200  metric  ton,  lob 

Menthol:  (kg)  Brazilian  £7.50  spot;  £7.25,  cif.  Chinese  £7.30 

spot;  £7.05,  cif. 

Nux  vomica:  No  offers. 

Pepper:  (metric  ton)  Sarawak  black  £940  spot,  $1 .500.  cit, 
white  £1,325  spot;  SI, 850,  cif. 
Sarsaparilla:  £3,380  metric  ton,  cif. 
Seeds:  (metric  ton,  cif).  Anise:  China  star  £2,250.  Celery. 
Indian  £800.  Coriander:  Moroccan  £470  Cumin:  Indian 
£1,200.  Fennel:  Indian  £1 ,900.  Fenugreek:  Turkish  £285; 
Indian  £275.  ,  .. 

Turmeric:  Madras  finger  £470  metric  ton  spot  and  cit. 
Valerian:  European  unquoted,  Indian,  no  spot;  £2,420  metric 
ton,  cif. 

Essential  oils 

Cananga:  No  spot;  £26  kg,  cif. 

Cedanvood:  Chinese  £4.70  kg  spot;  £4  25,  cif 

Clove:  Indonesian  leaf  £2. 1 5kg,  cif.  Madagascar  £2.47,  cif, 

£2  40  kg,  cif.  English  distilled  bud  £57  spot. 

Eucalyptus:  Chinese  £3.25  kg  spot;  £3. 10  cif. 

Ginger:  Chinese  £28  kg  spot;  £25.50,  cif,  English,  distilled  (ex 

W  African  root)  £67.50;  ex  Indian  £73. 

Pepper:  English-distilled  ex  black  £140  kg. 

Peppermint:  (kg)  Arvensis  -  Brazilian  £12.50  spot,  £12,  cif. 

Chinese  £4.60  spot  and  cif.  American  piperata  £13.50. 

Petitgrain:  Paraguay  £7.50  kg  spot;  £7,  cif. 

Sassafras:  Brazilian  £2.45  kg  spot  and  cif. 

The  prices  given  are  (hose  obtained  by  importers  or 

manufacturers  for  bulk  quantities  and  do  not  .nclude  Value 

Added  Tax.  They  represent  the  last  quoted  or  accepted  prices 

as  we  go  to  press. 


_  M. leasing  equipment,  insurance,  shopfitting 
COMING  EVENTS    and  security,  staff  pilfering,  franchise  and 

estate  agent. 


NPA  shows  heads 
for  Edinburgh 

The  National  Pharmaceutical  Association 
is  following  the  success  of  its  1979  show  in 
St  Albans  with  another  in  Edinburgh  in 
May.  The  show  will  be  held  in  the 
MacRobert  Pavilion,  Ingleston,  close  to 
the  airport,  on  Sunday,  May  15,  and  will 
be  open  from  9am  to  6pm.  About  60 
exhibitors  are  expected  to  participate. 

C&D  will  be  there  on  stand  28.  Details 
for  exhibitors  may  be  obtained  from 
Newton  Mann  Ltd,  Sherwood  House, 
Matlock,  Derbyshire. 


IDEA  pull-outs 


Retailers  advice 
forum  at  Shopex  '83 

Small  shopkeepers  will  be  able  to  discuss 
their  problems  at  a  special  "retailers 
advice  forum"  to  be  held  at  Shopex 
International  '83,  the  retail,  shopfitting, 
shop  equipment  and  display  exhibition  to 
be  held  at  Olympia,  London,  from  June 
12-16. 

The  forum  is  to  be  run  by  the  Shop 
and  Display  Equipment  Association  and 
will  offer  the  retailer  a  range  of  advisory 
services  from  a  team  of  experts  at  the 
exhibition.  Among  the  topics  it  is  hoped 
to  cover  are:  Banking,  VAT,  credit  cards, 


Small  electrical  appliances  could  be  thin 
on  the  ground  at  this  year's  IDEA. 
SEAMA,  the  small  electrical  appliances 
group,  is  pulling  out  of  the  show. 
Members  include  Clairol,  Philips,  Braun, 
Carmen  and  Pifco. 

SEAMA  say  the  IDEA  package  has 
limited  appeal  and  will  not  attract  key 
trade  users  in  sufficient  strength.  However 
the  association  says  individual  members 
may  decide  to  go  to  the  show  on  their 
own.  This  year's  show  will  feature  gas 
appliances  as  well  as  electricals. 

Monday,  January  24 

Plymouth  Branch.  Pharmaceutical  Society,  Medical  centre 
G  'e™  bank  Plymouth,  a.  8pm.  Dr  E.  Williams on Jecen. 
advances  in  the  treatment  of  diabetes."  Wine  and  buffet  at 

Barael  Branch,  Pharmaceutical  Society  p°stSr"  ™endical 
centre,  Barnel  General  Hospital,  at  7.30pm  Dr  K  Ball  on 
••Prevention  of  coronary  heart  disease  and  hypertension. 

Tuesday,  January  25 

Crovdon  Branch,  Pharmaceutical  Society,  Medical  centre, 
Mayday  Hospi.ai,  at  8pm.  Illustrated  talk  by  Mr  M.  Davison 
"From  medicine  spoons  to  love  spoons. 

Wednesday,  January  26 

Hull  Pharmacists'  Association,  Grange  Park  Hotel,  Willerby, 
at  7.30pm.  Annual  dinner  and  dance.  t  „,«„ 

Scottish  Department,  Pharmaceutical  Society,  36  York  Place, 
Ed'nburgh  at  7.45pm.  Mr  A.  Williams,  chief  adminis  rative 
pCmaceutical  officer,  Grampian  Health  Board  on '  The 
management  of  medicines  by  and  behalf  of  the  elderly. 

Advance  information 

Colleaeof  Pharmacy  Practice,  Pharmaceutical  Society, 
Lambeth  High  Street,  Monday,  January  31.  Annual  meeting  of 
"ales  -  Sir  Douglas  Black  on  "The  role  ot  medical 

Wim!  Branch,  Pharmaceutical  Society,  $™^™e\f££ 
Devon  Doorway.  Heswell.  at  7.15pm  on  February  25.  1  ickets 
from  Mr  J  Ford,  52  Gwendoline  Close,  Thmgwall,  Wirral  L61 
1DL. 
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CLASSIFIED 


Appointments 


Trade  services 


Join  the  Brand  Leader 

Chemist  &  Druggist  -  The  No.  1  journal  for  retail  pharmacy  -  is 
seeking  an  ambitious  professional  to  join  its  display 

advertising  sales  team. 
A  proven  track  record  in  selling  is  essential  and  an 
understanding  of  the  pharmaceutical  industry  a  distinct 
advantage.  Equally  important  is  the  ability  to  get  on  well  with 
people  and  achieve  demanding  targets  in  a  competitive  market. 
Salary  negotiable,  incentive  scheme,  company  car  and  all  the 
usual  benefits  associated  with  one  of  the  UK's  leading 
publishing  houses. 
Application  in  writing  please,  with  details  of  career  to  date  to 
Tony  Bennett,  Personnel  Manager: 

Benn  Publications  Limited 
Sovereign  Way,  Tonbridge 
Kent,  TN9  1RW 


FAMILY  PLANNING-THE  EXTRA  SERVICE 


m 


mm 


m 


BLOOMSBURY  HEALTH  AUTHORITY 

The  Middlesex  Hospital,  London  W1 
STUDENT  PHARMACY  TECHNICIAN 

We  are  looking  for  a  bright,  enthusiastic  person  wishing  to  train 
as  a  Pharmacy  Technician  from  March  1983. 
Applicants  should  possess  a  minimum  of  4  0'  Levels,  and  be 
prepared  to  undertake  day  release  to  study  for  the  TEC 

Pharmacy  Technicians  Course. 
Salary:  £3654  -  £4405  pa  plus  £932  London  Weighting 
(increase  pending). 
For  application  form  and  further  details  contact: 
The  Personnel  Department,  The  Middlesex  Hospital,  Mortimer  Street, 
London  WIN  8AA.  Tel:  01-636  8333  Ext  7552. 


SALES 
REPRESENTATIVE 

Representative  required  for  North  London 
and  the  Home  Counties  to  sell  established 

range  of  men's  toiletries  to  chemists  and 
dept.  stores.  Experience  in  this  field  an 

advantage,  but  enthusiasm  is  essential. 

Good  salary,  company  car  and  expenses. 

Victor  Mens  Toiletries  Ltd  , 
152,  Shepherds  Bush  Centre, 
London  W12 
01-743  7288 


Stocks  for  sale 


SPECIAL  OFFER  -  PHILISHAVE 
CUTTER  AND  GUARD  HP  1912 

for  triple  head  and  battery  shavers.  List  price  £2.50 
plus  VAT  special  offer  price  £1 .90  plus  VAT. 

RONSON  ELECTRIC  TOOTH  BRUSH  HEADS 

available  in  nylon  and  bristle  filling  £1 .18  each  plus 
VAT  Post  Paid,  Cheque  with  order  to 

VERNON  POWELL  LIMITED,  54  SELSDON 
ROAD,  S.  CROYDON,  CR2  6XE. 


Agencies  required 


Established  Agent 

requires  additional 
exclusive  franchises 
for  Northern  Ireland 
area. 
Box  C&D  2887 


Supporting  the  chemist  and  the  customer 

The  chemist  is  often  involved  by  his  customers  in  matters  ol  family  planning 
Supplies  in  the  shop  may  often  be  sufficient  But  sometimes  more  is  needed 
Specialist  birth-control  services  As  the  oldest-established  family  planning 
specialist  in  Britain,  Stopes  have  the  service  to  back  the  chemist 
Covering  abortion  advice  and  help,  birth-control,  sterilisation,  vasectomy 
Send  now  for  our  Chemists  Support  Pack  See  how  we  and  you  together  can 
give  your  customers  everything  they  need  -  with  confidence  and  security 

01-388  4843 

Marie  Slopes  House.  108  Whitfield  Street,  London  W1P  6BE 
Caring  clinics  since  1925 


Tablet  Production, 
Liquid  Production, 
Powder  Production, 
Cream  Production, 
Packing ... 

Contract  Sales  Department 
English  Grains  Limited. 

Park  Road,  Overseal,  Burton-on-Trent,  Staffordshire. 
Telephone  (0283)  221616,  Telex  341345. 


Shopfittings 


UxLlNE 


SHOPFITTINGS  for  the 
PHARMACY 


N.P.A.  &  NUMARK  APPROVED 

A  modular  system  for  the  pharmacy  together  with  a  ful 
shopfitting  service. 

Write  or  phone  to  David  Olney  - 

CAMBRAVALE  LTD. 

8  COMMERCE  WAY,  LEIGHTON  BUZZARD,  BEDS 
(0525)  381356.  Telex:  826715  AREO  G 


DETROIT 
DISPLAY 
SHELVING 


A  new 

pharmacy  can 
be  yours  for 
£18.33  per  week 
(lease  rate)  fitted 
free. 


Recommended  by: 


NUMARK 


K.H.  WOODFORD  ft  CO  LTD 
Ring  Now  0202  36272 


alpan 

shopfitting  limited 


For   the   ULTIMATE    in  pharmacy 
design  with  emphgsis  given  to 
individual  requirements 

Telephone    0626  832059 


let  12  6tg 


Quality  and  original  Continental 

System  plus  total  package  NPA 

recommended  NO  system  matches 

UMDASCH  for  quality.  Prices 

pleasantly  competitive  See  for 

yourself  ,  .  ,  there's  no  obligation. 

Umdasch  Systems, 

Apeils  Contracts  Ltd,  Da/low  Road, 

Luton,  Beds  LU1  1FP 

Ring  Luton  (0582)  30833  NOW 
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Professional  Prescription 
Computer  Labelling 


Label  Generation 

A  suite  of  programs  on  tape  or 
disc  tor  fast  labelling  and  minimal 
file  maintenance  with  the 
flexibility  to  match  your  needs 
Brochure  and  further  details  from 


In  a  class  of  its  own  for  file  handling  and 
word  processing  ability  Sigmaster  is  a 
pleasure  to  use  and  is  dedicated  to  tireless 
label  production  not  stock  control 
RETAIL  VERSION 

•    500  x  20  or  1000  x  26  character  drug  file 

.    2  or  3  kev  sig  code  entry 

.    infinite  choice  of  phraseology 

.    Multiple  codes  per  line  line  wrap  round 


Sigmaster  is  also  available  in  a 
Hospital  Version 

A  Sigmaster  system  can  be  expanded  with 
print  butter  6  digit  product  codes,  instant  li 
word  processing,  accounting  systems,  VAl 
Sigmaster  prices  from  £250  *  VAT 
Hardware  Irom  (.1245  1  VAT 


and  further  details  from  ^.  « 

roedpbarrp  systerps  lin>rted 

SSL*  M  PS  14  Market  Place  Grantham  Lincolnshire  Tel 0476 3087 


DO  NT  PANIC 
John  Richardson  can 
provide  your  ideal 
labelling  system  well 
before  January 
1984 


!^¥&  RUT  wHm 


•  Shortly  available  country  wide 
wholesale  distribution  with  Next 
Van"  service/maintenance 

•  Selection  of  add  on  equipment,  ie 
extra  memory  disc  units  etc 

•  Special  hospital  programme  with 
formula  calculations  Special  bulk 
packing  routine  Itemising  supplies  to 
different  wards/departments  etc 


KIRBY  OLDHAM 

Wish  to  announce  the  Birth  of  their  New 
Label  Printer 
PLP  III  (£895) 

Which  has  the  following  features 
1  24  000  characters  of  non-volatile  user-programmable 
memory,  which  gives  approximately  1,250  drug  names  or 
instructions. 
2.  Smooth  action  typewriter  keyboard. 

3.  Red/ Black  type. 

4.  Automatic  Date. 
5.  Serial  number. 

6.  Repeat  print. 
7.  Keyboard  print. 
8.  Memory  chips  easily  changed  by  user  if  required. 
If  you  have  a  PLP  II  we  will  convert  it  to  a  PLP  Ml  for  £30 
(the  price  difference).  Contact: 
Kirby  Oldham  Ltd.  Ellen  Street,  Oldham, 
Lanes  OL9  6QQ.  Tel:  061  620  1421 


Business 
for  slate 


South  Yorkshire 

High  class  elegant 
perfumery /exclusive  agencies 
business  in  busy  shopping 
area  T/0  to  April  '82 
£31 ,300,  but  now  showing 
31%  increase  Price  fixtures 
£3,500  goodwill  £1 ,500  plus 
SAV  (£20,000) 
Apply  Box  C&D  2888 


Business 
Opportunities 


START  YOUR  OWN 
VIDEO  CLUB 


Don't  buy  films  -  borrow  them  - 

over  1,400  titles  available  from 
13'/2pperday  We  supply  display 

stands,  membership  details 
Everything  you  need  to  make  at 
least  100%  profit. 


Phone  01  226  7807 


Widely  acclaimed  as  being  the 
Fastest  and  Easiest  to  use 
-  Well  ahead  of  all  Others  - 

So  many  features  for  the  price,  all 
of  real  practical  use  in  your 
dispensary, 

Add/Delete  your  own  drugs 
(8-900).  Add /Delete  own  doses 
(over  100),  Very  accurate  stock 
control  with  wholesaler  of  choice. 
Displays  either  Link,  Prosper  or 
PIP  codes.  Cautionary  label 
indication.  Constant  full  label 
display.  Repeat  labelling.  Monthly 
print  out  of  all  dispensing/drug 
statistics.  Private  prescription 
pricing  etc.  Produces  superb  labels 
every  5-10  sees. 
All  for  less  than  £1500  (lease 
purchase  £6S7month). 
Satisfaction  guaranteed,  2  months 
trial  period. 

Tel  John  Richardson  MPS, 
Croston  (Lanes)  600494  anytime 


1 


CHEMIST 
& 

DRUGGIST 
CLASSIFIED 
GETS 
RESULTS 


Chemists  everywhere . . 

ARE  INSTALLING  THE  STYLE  PHARMACY  LABEL 
SYSTEM  -  IT  WORKS  WONDERS  1  IT'S  SHARP 
IT'S  THE  BEST  AND  SO  SIMPLE  TO  USE  WITH 
EVERYTHING  YOU  NEED  FOR  ONLY  £1250 


Style  Pharmacy  Label  System 


we've  got 
the  system 
that  beats 
the  lot! 


[features 

•  SHARP'S  reliable  MZ80A 
I  Computer 

•  Very  fast  and  easy  to  use 

•  All  your  drugs  on  file 

•  No  codes  to  remember 

•  Produces  the  most 
professional  layout  label 
with  the  minimum  of  key 
strokes 


-  Product  usage  report 

•  Auto  printed  DOSAGE 
WARNINGS 

•  Unique  electronic 
"Memo"  Button  (developed 
by  Park) 

•  Multiple  repeat  labelling 

•  The  best  value  for  money 
system 

•  Wholesaler  re  order  codes 

VHS  VIDEO  SALES  PRESENTATION  CASSETTE 

(Free  Hire)  14  day  free  trial   __ 

Send  today  for 
FREE  BROCHURE 


PARK 
SYSTEMS 

Pharmaceutical 
Computer  Specialists 
11  MOLYNEUX  WAY 
LIVERPOOL  L10  2JA 

051 
531  8369 


Probably  the  best  in  the  UK 


Print  drug  labels  with 
the  Border  s ystem 

and  save  up  to  £900  a  Year 

Save  the  cost  of  writing  or  typing  drug  labels  with  the 
proved  Border  computer  labelling  system.  It  prints 
your  labels  in  seconds  using  familiar  codes;  no  special 
knowledge  is  needed.  And  it  lists  drugs  supplied, 
keeps  NPA  ledger  accounts  and  prints 
correspondence  Ask  for  a 
demonstration  Leaflet  from 

Border 
Computing* 
Programming 

FREEPOST 
Greenbank 
Dog  Kennel  Lane 
BUCKNELL 
Shropshire  SY7  0BR 
tel  (05474)  368 


A  Border  syste  

been  chosen  by  Baye 

Limited  as  the 
prize  in  their  Natrena 
sweetener  promotion 
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ORALCER 


s  pellets  §  MOUTH  ULCERS 

NOT  A  GEL  -  NOT  A  PASTILLE  -  BUT  PELLETS 
that  slowly  release  2  Active  ingredients  at  site  of  ulceration 

TABIOTICS  LTD.  122  Mount  Pleasant  Alperton  Mddx.  01-903 


1 
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Packing  in  perspective 

letimes  hard  to  decide  on  the  right 
i  pack  youi  product  As  specialists 
in  contract  packing  to  the  phar- 
maceutical, health  food,  lood  and 
**  toiletries  industries,  we're  in  the  best 
i  qet  packing  into  perspective  It  you're 
looking  foi  a  solution,  give usa  ring 

eham  Packers  Ltd.,  Newman  Lane,  Alton.  Hants.  Tel:  (0420)82644 
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PHARMACISTS  CASH  IN  WITH  C.R.A.M.S. 

Sole  importers  of  a  superb  range  of  modular  shopfittings 
designed  to  display  a  wide  range  of  merchandise. 


E 
o 
o 

C\J 


EAZI-SHELF 
DISPLAY  SHELVING 


Top  quality  range  of 
shop  &  dispensary  fittings. 
Expert  planning  &  installation, 


EAZI-SHELF 
DISPLAYS  LIMITED 


7C  Minworth  Industrial  Park,  Minworth, 
Sutton  Coldfield,  West  Midlands.  B76  8DH 
Telephone:  021  351  5242 


£2109  83  Canopy  &  lights 
£528.44  extra. 


Price  £98.32  (per  bay) 
(Canopy  Et  lights  £32. 03  extra! 


Compare  the  cost 

The  plan  on  the  left 
illustrates  a  simple  though 
effective  pharmacy  layout 
designed  to  keep  your 
customers  attention  for  as 
long  as  possible  while 
exposing  them  to  a  total 
display  of  your  merchandise 
from  the  moment  they  enter 
your  pharmacy  till  they 
leave. 

The  increase  in  turnover  you 
achieve  coupled  with  the 
current  tax  allowance  will 
■very  quickly  meet  the  cost. 
HP  AND  LEASING  IS 
AVAILABLE 


For  further  details  please  attach  your  label  to  this  advert  and  return  to 
C  R  A  M  S.  SHOP  EQUIPMENT  LIMITED,  290  Huntingdon  Street. 
Nottingham  Tel:  (0602)  57799 

Note  For  a  quotation  by  return  please  send  your  drawing  to  the  address  above 


Top  pack 


Having  pioneered  Sterile  Dressing  Packs 
in  hospitals,  Vernon-Carus's  Vernaid  range  is 
now  the  undisputed  brand  leader  in  chemist 
outlets. 

Now,  with  improved,  more  distinctive 
packs,  we  are  set  to  further  enhance  our  repu- 
tation for  excellence  of  quality  and  reliability. 

Packs  are  available  at  all  wholesale 
chemists  and  conform  fully  with  the  exacting 
standards  laid  down  by  the  British  Pharma- 
copoeia and  the  Department  of  Health  and 
Social  Security. 

Vernaid 


THE  BRAND  LEADER 

Vernon-Carus  Limited,  Penwortham 
Mills,  Preston,  Lanes.  Tel:  0772-744493/8 
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Dentu-Creme  is  more  effective  than  soaking  tablets  and  better 
value  for  your  customers. 

We're  spending  a  great  deal  of  money-and  energy-getting 
this  message  home.  With  a  spectacular  new  burst  of  "Fresh  Cleaning 
Energy"  commercials  that'll  be  shown  nationwide  from  late  February. 

So  buy-in  now,  because  when  people  see  Dentu-Creme,  soaking 
tablets  won't  be  quite  so  bubbly  anymore. 

For  details  of  the  bonus  and  special  offers  available  to  you,  see 
your  Stafford-Miller  representative  or  phone  Hatfield  61151.  Now 
THE  ONE  TOOTHPASTE  EXCLUSIVELY  FOR  DENTURES. 
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